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GRAND SLAM 


Golf Clubs 





SURE HITS 


. 2 
for spring selling 
Feature the choice of the champions in basebail, softball 


and golf equipment and you'll get your share of sporting 


goods sales this spring 


Free copies of these two 
famous catalogs are available 


now. Send for yours! HILLERICH & BRADSBY CO. 


Address Dept. SH-6 Louisville, Ky. 





Sa 
ga mle 


SASH CORD i 
BRAIDED MASON’S LINE is CLOTHES DRYER CORD 


A quality cord priced to sel! in volume. Con- 
nected 50 ff and 100 ft. hanks individually 
packaged in polyethylene bags. 1200 ft. and 
2400 ft coils packaged in dispensing display 
carton 


Bers 


A cord especially designed for replacement 
use on clothes dryers. Three 50 ft connected 
hanks make flexible sale unit 


A good all year ‘round seller. Extra strong, 
non-kinking, non-raveling. Mason's Line, Chatk 
Line, Awning Cord, etc 


BIG BALL 
TWINE ASSORTMENT 


This is one of many King Cotton Assortments 
Gives you a wide variety of twine with no 
inventory problem. Bolls are 25¢ sellers 


DRAPERY CORD and 


CHALK LINE NYLON MASON'S LINE = 
100% NYLON, twisted or braided. Excellent VENETIAN BLIND CORO 


for Mason's Line, Chalk Line, Plumb Line, 
100 ff. spools in ee Handy coils, cellophane wrapped, display 


packaged, all standard colors 


Ideal put-up for the home replacement market 


Top quelity, display pockoged. Mason's Line, 
Layout Line, Furring-Out Line, Tile-Setting, Pull Cord Drapery Cord 


etc. A staple, year round seller display box Many other out-ups 


CLOTHESLINE 4 SNAP-SACKS 
The best grade that's priced to sell in volume a These SNAP-SACKS are made from heavy 
Connected hanks individvally packaged in * gouge polyethylene with an elastic ‘Help 
polyethylene bogs. Yourseif’’ top. Mason's Line, Butcher's Twine, 
Choik Line, Wrapping Twine, Jute, India. 


yy Be sure to send for 
our complete catalog. 


King) Coffon 





CORDAGE* 


JOHN H. GRAHAM & CO. INC. 
105 DUANE STREET, NEW YORK 8, N.Y. 
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YOULL LIKE 
THESE 
HANDY CARTONS 
FOR 
BETHLEHEM 
NAILS 


Strong...Compact... 
Easy to Handle... 
Easy to Open... 


ithe lll / 


“aE 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 
On the Pacific Coast Bethlehem products are sold by 


Bethlehem Pacific Coast Steel Corporation. Export 
Distributor: Bethlehem Steel Export Corporation 
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All Bethlehem nails and staples are now supplied in 
these fibreboard cartons. After snipping the tie wire 
or strap, the replaceable top pulls off easily. Cartons 
are strong, take less floor space, are easy to stack and 
handle. The size and finish of the nails is clearly 
shown on two sides and on the top. 





3 LINES = DEALER PROFIT 


« 


IT’S SIMPLE ARITHMETIC: The most experienced lawn mower manufacturer in 
the world (hand mowers since 1889—power mowers since 1917), plus 3 complete 
lines of lawn mowers, equals profit for you. 

Good looks and quality construction is obvious on F&N mowers. You'll find 
them a real pleasure to demonstrate and sell. And they stay sold! F&N’s enviable 
service record virtually insures you against costly call backs. 

Yes, we could give you hundreds of reasons why there is profit in handling 
F&N, but our Products speak for themselves. There is a type and size F&N 
mower for everyone—twenty profitable reasons why you'll want to carry F&N. 


.— 
| 


/ 
4 
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There’s no doubt about it... 


HARDWARE 





it is easy to load... 
easy to roll... 
easy to dump... 


easy to clean! 


Yes, women [and children, too!) can easily 
handle the DO-CART. However, don't get 
the idea it is light and fragile! It is as 
rugged as a wheelbarrow—its heavy gauge, 
seamless steel tray is well able to handle 
the 175 Ib. load limit of its sturdy, disc 
wheels. 


Stock this sturdy, many-purpose cart and be sure of customer 
satisfaction—plus a steady growth in sales and profits for your- 
self. Write TODAY for further particulars. 


: We a tP-War\ (eleley:\ 


WHEELBARROW CO. 


ENDURANCE! CHATTANOOGA, TENN. 
STRENGTH! 


QUALITY! 
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CASTMASTER Jee 


If you stock Castmaster you know how fast it's 
been moving. If you fish with Castmaster yourself, 
you know why: 

CASTMASTER IS PRODUCED TO SELL 
Independent laboratories have proved that Cast- 
master is the best bait casting line there is — 
harder braided, longer wearing, smaller in diam- 
eter, more uniform in test — and it's siliconized. 


CASTMASTER IS PACKAGED TO SELL 
Plastic spools are constructed to hold small ter- 


~ 5 
WORLD ~% 
‘CHAMPION 4 


ra 


minal tackle. They come packed two or six con- 
nected in finest plasiic utility boxes — each in a 
self-selling display sleeve. 


CASTMASTER IS PRICED TO SELL 
Sunset's two-factory production assures lowest 
possible price consistent with highest quality. 


CASTMASTER IS PROMOTED TO SELL 
Leading consumer publications carry strong Cast- 
master advertisements. 


Order — and re-order — CASTMASTER from your jobber. 


If unable to obtain, send order direct and include jobber’s name. 


PETALUMA, CALIF. 


FLORENCE, ALA. 
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TO LOOK AT... 


TO USE... 


Lolf ’ 
7 adison 


NOW the most accepted, most popular Electrix 
Ice Cream Freezer features the rich mellow glow 
of copper for its die-cast aluminum main frame* 
thus assuring a lifetime surface of easy to clean 


THE GAY NEW beauty. 


PLUS a truly beautiful finished tub in eye- 
catching Glacier Blue. 


PLUS famous “exclusive “Tw1st-Lox,”* the fea- 


A . 
, f sf a A . ture which eliminates clumsy latches and hinges 
: . e kh 4) ()} / and permits the main frame to be put on or taker 
/ off as quick as a wink 


PLUS a cream can with special reinforcement 


IN TODAY’S SMARTEST to insure perfectly round shape.* 


DECORATOR COLORS... AND a product proved by over 500,000 familie 


ALL THIS IN THE ELECTRIC ICE CREAM 
FREEZER WHICH HAS BEEN NO. 1 IN SALES 


THE “SELLINGEST” ELECTRIC IN AMERICA FOR 25 YEARS! 


SPECIFICATIONS 


ICE CREAM FREEZER IN Covecy [Made me. | Pec | Shipping Wy 
; 


2 QUART 420 1 te Cin 13 Pounds 


ALL THE WORLD! 4 QUART 440 1 to Cin 


6 QUART 460 / 1 to Clim 
s 


17 Pewnds 
20 Pounds 
P.S. Rememb« only Dolly Madison® has thes« 
features. Also, a Dolly Madison® won't rust be 
cause it can't rust t stays new always becaus« 


as permanent as it is beautiful 


the J. E. PORTER corporation 
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HELP YOURSELF 


TO SUBSTANTIAL PROFITS  gfhnd—- 


with THis FAST SELLING 
INDUSTRIAL and DO-IT-YOURSELF 


Nr 


rk 


I he salitnaiile. «Shea 
yay 3B 
POS|I 


CONSUMER DEMAND! 
The need for this modern nailing method is urgent today! 


SPECIAL! FOR HARDWARE WEEK ONLY! ARROW GUN TACKERS cut nailing costs by as much as 


70% for insulating, roofing, ceiling tile and many other 
E uses in industry, building and do-it-yourself. 


REPEAT STAPLE BUSINESS! 
Your profits only begin with the sale of an Arrow Tacker! 
aa ee They grow and grow as customers come back time and 
PLUS + & (FREE on request) again for staple refills. Remember! Gun tackers constantly 
* 1 Display Rack use staples, like hammers use nails. 
* 200 Envelope Stuffers 


Have Jobber send 


vs your ecu ACT NOW! 


Envelope Stuffers. 


We will ship Dont | ORDER FROM 
= 4 YOUR JOBBER NOW! 


8 P@RROW F 


ASTENER COMPANY, (NC. 
> UN 


TREET. BROOKLYN 12. NY 
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DROP FORGED 


HANDLES 


. Handles are solid drop forged steel instead of stamped 
sheet metal. 


. New design of handle gives better grip. 


. Narrow body of snip allows cut metal to pass freely 
over edge of snip. 


. Furnished with oil and grease resistant soft plastic 
handles at no extra charge 


. All components fully heat treated for long wear and 
service. 

. Blades made of special analysis Diamalloy steel with 
serrated cutting edge for easy cutting. 


. Large pivot bolts give smoother action with less wear. 
Ask your distributor for Straight Cut DAS- 10 


Right Hand Cut..DAR- 10 
Left Hand Cut... DAL-10 


DIAMOND CALK 
HOPCSh00 Co 


DULUTH, MINN, ESTABLISHED 1908 TORONTO, ONT. 
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Beautifully 
Chrome plated 
to resist rust 
and give 

eye appeal. 









































> Building Boost—Residential construction which has declined some in 
recent months may regain momentum as a result of the easing of home 
mortgage terms on loans guaranteed by the government. Both the VA and FHA 
are again permitting borrowers to extend repayments over a 30 year 
period. One hitch: mortgage money is more scarce as many lenders continue 
to follow a tight money policy. 


> Fast Start—The new year got under way with little loss in the economic 
momentum carried over from '55. Consumer incomes, industrial pro- 
duction, retail sales and nonfarm employment are at record levels. Resi- 
dential housing construction remains one soft spot, and some easing 
in demand for automobiles has caused a cut-back in production schedules 
for the first few months of the year. 


> Retail Hardware Sales—Despite some month to month fluctuations in 
various sections, sales by hardware dealers have gained steadily. 
Through 1955's first 11 months dealers reported increases averaging 
8%. Sales in '56 are expected to be at least as good. 


> Production Outlook— Backlog of manufacturers’ unfilled orders con- 
tinues to build up. The order backlog, now at a record $54 billion, 
will be a significant factor in helping to maintain industrial activity 
in future months. 


> Consumer Income—etail sales should continue at least stable in the 
months ahead for consumers are well-heeled. Consumer income after 
taxes had pushed past the record 272 billion mark in '55's last quarter 
and presently runs about 7% above a year earlier. The nation's total 
employment is just under 65 million. 


> Government Spending—®ig government debt is assured for the fore- 
seeable future with big federal spending likewise to continue. If 
the budget is to be balanced, Uncle Sam will have to accept about $65 
billion annually from tax payers. Individual tax cuts, if any at all 
then, will be meager. For retailers this means that any beefing up of 
— pocket books will come from higher incomes rather than lower 
axes. 


> Wholesale Sales—Sales by the nation's wholesalers have continued to 
increase. In the latest month for which figures are available 
(November) sales for the average wholesaler were 11% above the previous 
year. Southern hardware wholesalers, in most instances, topped the 
national average. Those in the South Atlantic region reported sales gains 
for the month averaging 20%; sales by the East South Central group were 
up but 2%, while an average 19% gain was posted by the West South Central 


- group. 
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I’m selling for Fairbanks-Morse! 


You—and your customers—will run into me often this 
year. Open The Saturday Evening Post, Farm Journal, 
Capper’s Farmer, Progressive Farmer, Sunset or House- 
hold Magazine and I’ll probably be there. I’ll be selling 
Fairbanks-Morse products every time. 


Join me. You’ll make money. 


You see, Fairbanks-Morse offers everything you need 
for success: 


1. A respected name, known for 125 years 
2. Top-quality products, backed by guarantee 


FAIRBANKS-MORSE 


@ name worth remembering when you want the BEST 





WATER SYSTEMS + GENERATING SETS * MOWERS + MAGNETOS 
PUMPS * MOTORS + SCALES © DIESEL LOCOMOTIVES AND ENGINES 
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6. 
7. 
8. 


A complete line of water conditioning equipment— 
water systems, heaters and softeners 


Fast delivery of products and parts—our 38 branch 
offices blanket the nation 


Sales help and cooperation from Fairbanks-Morse's 
own men 


Point-of-purchase sales aids 
A cooperative advertising program 
Giant national advertising support 


I’m looking forward to working with you. You'll find it’s 
always better to sell the best. 


Fairbanks, Morse & Co., Dealer Div., Dept. SH-3, 
600 S. Michigan Avenue, Chicago 5, Illinois 


I’m interested in selling Fairbanks-Morse products. Send 
detailed information and have your representative call. 





Firm name 


My name 


ee eee 








ULI 


H. H. Davis, Sec.-Treas. 


Parker Bros. Hardware Co. 
Knoxville, Tenn. 


“WE USE newspaper and radio 
advertising for our three hardware 
stores. We value newspaper ad- 
vertising most, because we con- 
sider we get most for our money 

from it. 
“We spend 
A approxi- 
=" mately 1%% of 
our total sales 
for advertising, 
and we prepare 

gv our own ads. 
“We find you 
have to have a ‘gimmick’ for best 
results. You’ve got to promote 
something special to bring them 
in and at the right time. You’ve 
got to get ready with what you’re 
promoting and have your sales- 
people ready or the ad would be 
wasted. We promote items in sea- 
son and we change the merchan- 
dise on a part of our floor about 
every 60 days. We show seasonal! 
items. In spring we put much 
emphasis on gardening items. In 
summer we also promote lawn- 
mowers, merchandise for outdoor 
living and similar items. At Christ- 
mas time we have toy displays. The 
response with our ads on all those 
has been good.” 


oa 


Fred Downing, President 


Downing's Hardware, Inc., 
Jacksonville, Fia. 


Our BEST advertisement is a 
large painted signboard across the 
street, which points an arrow to 
our store, and we believe it is well 
worth-while. We are situated on 
the South Side of Jacksonville on 
Hendricks Avenue, one of the two 


10 





main arteries used by South Side 
residents in getting to and from 
the downtown section. While we 
are not far from downtown, we are 
outside the central downtown 
business district and we do not de- 
pend on walk-in trade. Most of our 
trade is automobile trade. 

Next to this sign, we believe 
that a 2% inch, single column ad- 
vertisement in the yellow classified 
pages of the telephone directory is 
our best advertisement. There are 
many newcomers in Jacksonville. 
When they want something in the 
hardware line they may not have 
found a convenient hardware store 
They look to the classified section 
of the telephone book. Our tele- 
phone advertisement mentions our 
parking space. We also have a sign 
on one side of the store which can 
be seen by those coming from 
down-town which offers free park- 
ing for customers. We have park- 
ing facilities for 21 cars. With to- 
day’s traffic and parking situation 
what it is in every city, there is no 
better way to draw customers into 
a store than to make it easy for 
them to park. 

Newspaper display advertising is 
too expensive for the results we 
might get out of it, but we have 
tried some “spot” ads—one-inch 
space featuring some heaters at 
20% discount. The results were 
satisfactory, and we may continue 
doing this from time to time when 
we have some special offer. It’s one 
way of getting into the daily news- 
papers without going over our 
heads. We have no set amount to 
spend for advertising. 

Last summer we sent out 10,000 
post cards offering a discount of 
$1 on any purchase of $5 or more. 
Not more than 100 to 150 came 
back. We thought some buyers 
might spend as much as $10 to $20, 
but very few did; they took a $5 
item for $4 and let it go at that. 





Question: What forms of advertising 
do you use and value the most? 


However, we got rid of some in- 
ventory we needed to move. 


o 


Mrs. E. E. Heath, Owner 


De Soto Hardware Co. 
Little Rock, Ark. 


“LIKE MOST individual hardware 
dealers, I want my advertising to 
show quick, direct results. For me, 
institutional or general advertising 
is almost worthless. I know that 

both of these 
have value, but 
I do not have 
enough to spend 
for advertising 
that does not 
bring customers 
into the store 
immediate- 
ly. My 100 inches of contracted 
newspaper space a year must 
prove its value to me by paying for 
itself and adding at least a small 
margin of profit I can see and 
understand. 

“IT feel that I utilize my 100 
inches of newspaper space in the 
most profitable manner. That's 
less than ten inches a month, but 
a dealer can tell a big story in five 
or six inches. I confine my news- 
paper advertisements to one item 
or to one group of related items. I 
give prospects what they want—a 
bargain, or the semblance of a 
bargain. The item is priced, and 
the customer is urged to hurry to 
get it. 

“T use my space to move out 
something, and nearly always 
achieve that result. I also feel that 
bringing customers into my little 
store in the heart of the downtown 
business district pays long-time re- 
turns that I cannot itemize or 
evaluate. 

“T also use classified advertising 

(Continued on page 56) 
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PFLUEGER SUPREME 


World renowned — 
Truly the best casting 
reel ever produced. The 
most successful anglers 
use the famous Pflueger 


Supreme Reel. 3 500 


PFLUEGER SEA STAR 


PFLUEGER a ee 


spinning reel. Also ideal for 
al. 4 4 2) PEED live bait fishing, trolling, ete. 
Made by Pflueger craftsmen. 


None finer! $a995 


PFLUEGER 
PELICAN 


PFLUEGER SKILKAST 


The most famous moderately 
priced casting reel made. 
Exclusive Mechanical 
Thumber avoids backlashes. 
Makes beginners look like 
experts. $1250 


PFLUEGER 


The Enterprise Manutacturing Co. Akron 9, Ohio Dept. 


PFLUEGER SEA KING 
America’s best surf reel. Also 
fine for live bait fishermen. 
Wide spool, — take-apart, 
push button free-spool. 


$1750 
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now... popular 








BAGGED and 
TAGGED for new 
POINT-OF-SALE 
IMPACT! 


now SAMSON has done it! ey” 


A SASH CORD 


SF, 


eye-catching, easy-to-display! 


keeps cord clean . . . no more dust or dirt! 
stink Sepa dich 


tells how to replace a sash cord! 
heips sell SPOT-CORD quality! 
gives it the “‘jump’’ on competition! 


CORDAGE WORKS 


BOSTON 10, MASS. copra 


P Guaranteed by 
Good Housekeeping 


Aras soyearsse We 


Samson offers many other premium cords for better use wi | 
, XD) J Aliso Nylon Cord, 
Od Mason’s Line, 
. Awning Line, 
4. Tiller Rope 
] 


Whale Crocus Beaver Tite-Rope Starline Horizon  Stratoline 
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IT’S NEW...IT’S DIFFERENT...IT'S SURE TO MOVE MERCHANDISE 


The Moe Light April Profit Shower! 
A NATIONAL PROMOTION OF 4 OUTSTANDINGLY 
POPULAR MOE LIGHT FIXTURES AT 
SPECIAL SALE PRICES! 





pull-downs 
to dramatize 
you... 

and your home 


Here is the Special 
Inspiration-Lighting 
Sale 


or dk 
{ 12” to 1 
REGULAR $26 95° _ : 
=e eae ether building or remodeling, add fatt. 
Same as M-840 except with chain Pate we barat | a 
a : Pine ton-Lighting by Moe Light 
ake advantage of thi l 
“Ss SPecial opportur ty to 


hanger instead of diameter 
REGULAR $21 95° SALE PRICE s ’ § cial prices to 
9 19.75° pe 
; Purcha Nationally f; 10us M I 
; OU. » 
, Sian : Ss Mx¢ ight quality 
x res illustrated above at Cash-saving ; es i 
ric 


Center... 
1 
igerinttusts up. or tL 
‘ Polis _- i ninyl poe -e 

‘ diamete. ca 

SALE PRICE $23.95- . FRR Phone w 
ver buffet or ey table ‘ a ask for OPERATOR = —. me pr pene ae. i ms. WOMEMAKES 
a ale tee ee ee to stimulate 
, tact your nearby Elec. —sure 10 $ 


y fi ture. Frost-white rrgl 
ld uste up Be trical, H 
4 Trica ardware or B | i i 
uilding Suppl, dealer immediate soles for you. 


rouse $43 95° SALE PRICE $38.95° ’ 
Specie wate efter expires May 15, 1956. ial pri 
yNigher Denver ond Wow : Special prices to 
ee TOMAS INDUSTRIES two. YOU, MR. DEALER 
|} —sure to bring full profit 


Criginotory, 
memes | on every sale you make. 


Executive 
BT ES tree a, 
ee, mt ne 
vantage of the re-modeling and new-construction 
trend that’s sweeping the country—Get your 
share of this Mog Licut Profit-Shower Promotion! 





Don’t wait a minute. Contact your Moe Light 
Distributor right now—Get the facts—Order 
these sale-featured fixtures today—Take full ad- 


Originators of 
Inspiration-Lighting 


THOMAS INDUSTRIES INC. 


Executive Offices—410 S. 3rd St., Lovisville 2, Ky. in Canada: The Queensway, Toronto | 4, Ontario, Canoda. 
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REYNOLDS DO-IT-YOURSELF ALUMINUM 


BANDWAGON 
MERCHANDISING 


BIG SPRING PROMOTION 
OF DIYA SCREENS 


on 74 NBC-TV stations with Reynolds 


great show FRONTIER. 
In-store pennants on 9 Springtime proj- 


ects... made with Reynolds Project 
Sheets and Plans, with Easi-Bild* Pat- 


~~, in 12 national magazines plus PA- terns, 


RADE and THIS WEEK magazines in 


Sunday papers. Window Streamers and Ad Mats on 


Do-it-Yourself Aluminum Screens. 


———— | 


AND FOR THE SMALL-FRY 
CUSTOMERS 


The brand new “Frontier” book—ad- 
vertised to 9 million youngsters in 
Dell Comic Books—full of frontier- 
days cut-outs for kids—sells alumi- 
num sheet—and sells Do-It-Yourself 
Aluminum for everything to parents. 


Special counter display —’Computer”’ 
Wheel that lets customers figure their 
own screen materials requirements dis- 
penses FREE instruction sheets. 


New envelope stuffer to get your best 
customers busy with DIYA. 


20,000,000 roils of famous Reynolds Wrap will carry special 
“Frontier” book sales message on grocers’ shelves during 


promotion. If you aren't already a dealer, there’s still time. 


Get on the bandwagon now — for a wagonload of 
Do-It-Yourself Aluminum Sales! 


REYNOLDS METALS COMPANY 


#TM Eosi-Bild Pattern Co, 2468 South Third Street, Lovisville 1, Kentucky Also Avaliable in Canada 


eeeeeeeeeoeeoeeseeoee ee eeeeeeeeeeeeeeeeeeeeeeeeeeeese 
4 
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shown here: 
=) ROTOR MASTER® Twenty 
Model 310R, 20” cut. 


Also made in a 


self-propelled, 
Model 320R 


Worcester 21’ SHEAR MASTER® 
Model 900R 


Fully enclosed chain drive. Grass guards. 
“Sta-Temp” hardened blades. Sealed 
Timken bearings. Adjustable han- 
die. Easy cutting-height adjust- 
ments. Reel blades double- 

riveted to cutter heads for 

extra strength. Fingertip 

clutch and speed controls. 

Powered with 4-cycle Briggs & 

Stratton engine. Also available 

in 18” Model 750R. 


~~ 


— 


Worcester 18° ROTOR MASTER® Eighteen 
Model 300R 


Porous-bronze permanently lubricated wheel 
bearings. “Sta-Temp” hardened blade. Ad- 
justable handle. Side ejection of clippings. 
Mulcher included, no extra cost. 5 cut- 

ting heights. Lightweight 4-cycle 

Briggs & Stratton engine, 1.6 hp. 

Other mowers in this series in- 

clude Model 380, low-priced 


830E, 18” electric, 4% hp, 


18” rotary with 2-cycle Clin- 
; ton engine, 134 hp; and Model 
» 
t 


“A 3450 rpm motor, UL listed. 


7OU CAN PLEASE EVERY CUSTOMER WITH A WORCESTER! 


FIVE ROTARIES: Model 320R (20” 2% hp self- TWO REEL TYPES: Model 9OOR (21” 1.6 SEVEN HAND MOWERS: Mode! 600 
propelled); Model 310R (20” 2% hp); Model 380 hp); and Model 750R 18” (16” & 18); Model 550 (16" & 
(18” 2-cycle 1% hp); Model 300R (18” 1.6 hp); and (Rope starters optional at slight saving 18”); Model 450 (16); and Model 
Model 830E (18” electric, 3450 rpm, UL listed). on Models 310, 300, 900, 750). 350 (14” & 16”). 


TWO LAWN SWEEPERS: Mode! 250 “Sweep Master” (24 & 30” widths). 
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Make more profit selling the Myers line because... 


MYERS HAS THE EXTRAS THAT MAKE 








_ PROFITABLE SALES 


FULL LINE—You never miss a sale! Jet, plung- 
ers, submersibles . . . deep well or shallow 
well... centrifugals ... a full range of sizes 
and capacities. 


NATIONAL ADVERTISING—Pre-sells your pros- 
pects! Consistent, large-space advertising in 
America’s leading home, farm and family mag- 
azines helps keep prospects in your own sell- 
ing territory sold on Myers. 


SALES PROMOTION—Sharpens your selling 
tools! Coordinated selling activities and sales 
aids help you tie down the power of Myers’ 
national advertising to your own selling 
efforts. 


FIELD SERVICE—Helps you sell more Myers! 
Factory-trained representatives call regularly 
to help you keep inventories at peak working 
efficiency, acquaint you with new sales plans, 
merchandising programs and new product 
developments. 


SALES AND SERVICE TRAINING — You and your 
men become qualified water service experts! 
Myers provides free, comprehensive training 
at the factory or in the field. When at the fac- 
tory, Myers pays all expenses except trans- 


TOP QUALITY AND GUARANTEE—Less service 
time leaves more sales time! Design, engineer- 
ing and workmanship of all Myers products 
are backed by a warranty unsurpassed in the 
industry. 


SEE YOUR NEARBY MYERS DISTRIBUTOR SOON! 
DOING BUSINESS WITH HIM IS GOOD BUSINESS. 


Each month thousands of men en- 
gaged in the hardware industry 
throughout the South and Southwest 
meet through the pages of SOUTH- 
ERN HARDWARE for discussion and 
solution of mutual problems and pre- 
sentation of new ideas and sugges- 
tions. 


For over thirty-five years SOUTH- 
ERN HARDWARE has been a de- 
pendable guide to the wholesale and 
retail hardware trade. Up-to-date in- 
formation on all phases of the hard- 
ware business is found every month 
in its pages. 


The magazine has been built on 
a program of service to readers that 
covers: 


WINDOW DISPLAY 
COUNTER DISPLAY 
STORE MODERNIZATION 
CUSTOMER RELATIONS 
SALES PROMOTION 
ADVERTISING 
INVENTORY CONTROL 
EMPLOYEE RELATIONS 
SERVICE DEPARTMENTS 
CREDIT CONTROL 
ACCOUNTING PROCEDURES 
ASSOCIATION ACTIVITIES 


And very important, there is al- 
ways local news about friendly peo- 
ple and their activities in the South- 
ern and Southwestern hardware trade 
—a feature that no other magazine 
has developed so fully. 

Each of these subjects is given 
special attention in its relation to 
the special needs and problems of 
Southern hardware men. 


Why don't you join this monthly 
get-together? The modest subscrip- 
tion price of only $2.00 for THREE 
full years of informative, value- 
packed reading is an outstanding in- 
vestment in your future. 


If you aren't a subscriber, become 
one—or, if your subscription is about 
to lapse, renew it! The small expense 
will be returned to you many times 
in the thousands of pages of valuable 
information that will be yours for the 
next three years. 


SOUTHERN HARDWARE 


806 Peachtree St., N.E. 
Atlanta 8, Georgia 
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SWAN RUBBER COMPANY + BUCYRUS, O. 
World’s Largest Manufacturer of Garden Hose 


ATTENTION HARDWARE MERCHANTS! 
The above full-page, full-color Swan Consumer TURN PAGE 


advertisement will be published in Better Homes 
and Gardens, The American Home, and Sunset Be a Swan Garden 


magazines during the heart of the 1956 garden 

hose buying season! These advertisements will Hose Expert! 
make more than 23 million selling impressions 

on your customers! 
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Here's Why it Pays te Buy Full-Size 
Top-Quality Garden Hose 
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84, x 11 SWAN FLOW CHART ON HEAVY 
STOCK AVAILABLE FROM YOUR SWAN 
JOBBER. REQUEST YOUR COPY TODAY! 
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The above twenty-page booklet in full-color illustrates 
and describes the complete line of Swan Garden Hose 
and Lawn Sprinklers for 1956. It answers all questions 
retail sales help may be asked. Fill out and mail the cou- 


pon below to your Swan Jobber for your free copy today! 


NAME OF YOUR SWAN JOBBER 





STREET ADDRESS 





mom GIUY OO 


We want to improve our retail selling technique of Swan 
Garden Hose. Please send us a copy of Swan's new “Buyer's 
Guide”. We promise to make good use of it. 


NAME OF SWAN RETAIL DEALER 








PANY « BUCYRUS, 














FRESDIE, THE FOX 


PETE, THE PLASTER BUG 


there’s a CFsI Hex Mesh Netting for everybody! 


The wide range of weights, sizes and 
types of CF&I Hex Mesh Nettings 
make them ideal for a wide variety 
of uses. They’re available galvanized 
either before or after weaving; with 
either conventional or reverse-twist 
construction; in all standard heights 
from 12” through 72”, and in wire sizes 
ranging from 14 through 20 gauges. 


THE COLORADO FUEL AND IRON CORPORATION—Albuquerque + Amariilo + Billings + Boise + Butte + Casper + Denver + £1 Paso Ft. Worth + Houston + Lincoln (Neb.) + Los Angeles 


But variety tells just part of the story. 
CFé&I Hex Mesh Nettings are made 
with extra-strong selvages, are easily 
formed, and give years of weather- 
resistant service. 

For full details on the wide variety of 
styles, widths, meshes and wire sizes 
available, contact your nearest CF&lI 
jobber. 


DONALD, THE 
DO-IT-YOURSELF 
BUG 


Oakland + Oklahoma City - Phoenix + Portland + Pueblo - Salt Lake City - San Francisco + Seattle + Spokane + Wichita 
WICKWIRE SPENCER STEEL DIVISION—Atianta + Boston - Buffalo - Chicago + Detroit - New Orleans - New York « Philadelphia 


SOUTHERN HARDWARE for MARCH, 1956 




















New Business, Entertainment Features 
Scheduled for New Orleans Convention 


MANY changes are being worked 
into both the business and enter- 
tainment programs of the SWHA- 
AHMA convention this year. This 
is the annual joint convention of 
the Southern Wholesale Hardware 
Association and the American 
Hardware Manufacturers Associa- 
tion, to be held in New Orleans, 
April 15 to 19, inclusive. 

The convention will start with 
the same two preliminary get-to- 
gether features as at the 1954 con- 
vention, designed to facilitate con- 
tacts between the two branches of 
the industry. One is the reception 
on Sunday evening, April 15, at 
which all convention delegates and 
ladies will be the guests of the two 
associations. The other is the Mon- 
day morning two-hour informal 
“contact session” which all mem- 
bers of both associations will be ex- 
pected to attend. 

The business program, however, 
will be featured by some real inno- 
vations this year. Following the 
Monday night joint opening ses- 
sion, at which the principal speak- 
er will be Congressman Walter 
Judd, and the Tuesday morning 
joint session, with two principal 
speakers, there will be a third 
joint meeting of the two associa- 
tions on Wednesday morning 
which will be devoted to discus- 
sions of hardware marketing meth- 
ods and problems. Speakers will in- 
clude an acknowledged authority 
on marketing methods and prob- 
lems, also one leading wholesaler 
and one leading manufacturer. 

The principal innovation will be 
the Thursday morning SWHA 
meeting, which this year will be a 
real “work-shop” session, devoted 
almost entirely to practical discus- 
sions centered around the Wilkin- 
son report. This is the report by a 
firm of business management con- 
sultants, reviewing the recent com- 
prehensive surveys of the opera- 
tiéns of 10 SWHA member com- 
panies. 
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There will also be some new en- 
tertainment features to provide 
discussions for what is expected to 
be the largest joint convention in 
the history of the two associations. 


« 


©. Ames Co. Announces 
Sales Appointment 


THE APPOINTMENT of James G. 
Campbell as assistant sales man- 
ager of the Tool Division of the O. 
Ames Co., Parkersburg, W. Va., 
was announced by F. Bliss Winn at 
the company’s recent three-day 
general sales conference. 

In his new position, Campbell 
will act as assistant to Winn, Tool 
Division sales manager, in the pro- 
motion of sales in the shovel and 
steel goods line of products. 

Campbell joined the sales staff 
of the company in 1950 and served 
for over five years in the southern 
territory with headquarters at 
Memphis, Tenn. Recently he was 
assigned the midwest territory 
which comprises the states of 
Michigan, Indiana, Ohio, West Vir- 
ginia and Kentucky. 

A native of Boston, Mass.. he at- 
tended the Boston High School of 
Commerce. Following his gradua- 
tion, Campbell entered the sales 


James G. Campbell 


field and has been sales supervisor 
of the Great American Tea Co. and 
an advertising salesman with the 
Reuben H. Donnelley Corp. of 
Chicago. Prior to joining Ames, he 
was district sales manager of the 
New England-New York district 
for the Club Aluminum Products 
Co. of Chicago. 


. 


Disston Division Names 
General Sales Manager 


Louts W. JANDER has been named 
general sales manager, Henry 
Disston Division, H. K. Porter Co., 
Inc., Philadelphia 35, Pa., accord- 
ing to an announcement by the 


Lovis W. Jander 


Division’s vice-president and gen- 
eral manager, Lawrence L. Garber. 

Jander, who was Disston’s in- 
dustrial sales manager prior to his 
present appointment, succeeds 
Walter H. Gebhart who now will 
be a consultant to Garber on sales 
policies and trade relations. 

Jander has been with Disston for 
21 years in both sales and adver- 
tising. Gebhart, who joined Disston 
in 1911, is an eminent hardware 
and industrial marketing author- 
ity. He is a past president of the 
American Machinery and Manufac- 
turers Supply Association, and 
past president of the Eastern In- 
dustrial Advertisers. 
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GOOD NEWS, Hardware Retailer 


Here, at last, is everything you could want in an all-purpose 
water system. Both horizontal and vertical tank models are 
assembled, ready to install, for fast, profitable “over-the- 
counter” merchandising. The powerful Rapidayton TWIN 
Champion delivers all the extra gallons required by modern 
suburban and rural living—at a pressure which beats most 
city water systems. It has so much reserve power that it 
actually loafs along while pumping full capacity at 40 Ibs. 
pressure. And it will go down to 150 feet! 

Installation is easy: Exclusive, Quick-Connect flange en- 
ables you to make quick, easy, fool-proof connections with 
plastic or steel pipe, saving up to ten dollars in labor and 
materials, Moreover, you stock only one basic model, for the 
TWIN can be converted from shallow to deep wells without 
additional pump parts. Since working parts and connections 
between motors and tanks are readily accessible, service is 
easy. 

Rapidayton’s TWIN, and our other package systems, 
are made-to-order for the hardware retailer interested in 
easier handling, faster turnover, and bigger profits. Rush 
coupon for complete catalog. 
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The Rapidayton TWIN Line Includes: 


The only multi-stage truly convertible package system. Available 
in pump only models with “%, %4, 1, and 1% h.p. nationally- 
known motors. Complete, automatic ready-to-install systems with 
13 and 30-gal. horizontal tanks and % and %4 h.p. motors, Also 
42-gal. vertical tank with 4% and %4 h.p. motor and 52-gal. verti- 
cal tank with 1 and 1% h.p. motors. Both of latter meet FHA 
requirements. 


| RUSH COUPON FOR COMPLETE CATALOG 
| Dayton Pump & Mfg. Co., Dept. 122, Dayton 1, Ohio 


Rush complete catalog showing Twin 
Champion and other Rapidayton jet, 


reciprocating, submersible pumps and 
water systems. 
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Nixdorff-Krein Elects 
Ben Sander Sales V-P 


BeN SANDER has been elected 
vice-president in charge of sales of 
Nixdorff-Krein Manufacturing Co., 
according to an announcement by 
Ellis C. Littmann, president of the 
firm which has manufactured 
chain and hardware for more than 
a century. 


Ben Sander 


Sander has been associated with 
Nixdorff-Krein for the past 32 
years, has been general salés man- 
ager since 1953 and a member of 
the board of directors for the past 
two years. He is well known to 
hardware and mill supply execu- 
tives and in chain industry circles 
generally. 

Sander will be in charge of 
sales for the Hardware, the Auto- 
motive, and the Industrial depart- 
ments of Nixdorff-Krein, as well 
as the Gared Specialties Division, 
makers of athletic equipment and 
hardware specialties. 
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Ballem, Ragsdale & Wells 
Appoints W. L. Hicks 


W. L. Hicks, formerly associated 
with Gates Hardware & Supply 
Co., Tulsa, Oklahoma, has joined 
the sales force of Ballem, Ragsdale 
& Wells Co., manufacturers repre- 
sentatives with headquarters in 
Dallas, Texas. 

Hicks will cover all the states of 
Oklahoma and Arkansas and the 
Panhandle of Texas, calling on 
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(Continued from page 20) 


hardware and industrial whole- 
salers in that area. 

Ballem, Ragsdale & Wells Co. 
maintains a warehouse stock of 
shovels, wheelbarrows, and post 
hole diggers, manufactured by The 
Wood Shovel & Tool Co., and 
Porter cutters, pruners and Porter 
Ferguson auto body tools manu- 
factured by H. K. Porter, Inc. 


+ 


The Coleman Co. Names 
Newton Vice-President 


ALwWIn B. Newton, chief design 
engineer and member of the board 
of directors of The Coleman Co., 
Inc., Wichita, Kan., has been 
named vice-president in charge of 
all phases of the company’s design 
and research activities, it has been 
announced by Sheldon Coleman, 
president and general manager. 

Newton succeeds Boyd W. Tullis, 
who retired December 31 as vice- 
president in charge of design engi- 
neering. 

Although Tullis has reached re- 
tirement age, he will remain with 
the company as special assistant to 
the president. He continues on the 
board of directors and as a mem- 
ber of the executive committee. 

Newton came to Coleman three 
years ago from Jackson, Mich., 
where he was vice-president of 
Acme Industries, Inc. He previous- 


A. B. Newton, left, succeeds re- 
tiring B. W. Tullis, as vice-presi- 
dent of The Coleman Co. 


ly has served as chief engineer of 
Chrysler Airtemp Corp. Newton 
also has served on the engineering 
staffs of Minneapolis-Honeywell 
Regulator Co. and the York Corp. 

Tullis came to Coleman in 1917, 
beginning as a lamp and lantern 
tester. He was promoted to fore- 
man and product designer and 
from 1920 to 1926 was general 
foreman of the Coleman factory at 
Toronto, Canada, Upon returning 
to Wichita, he became the firm’s 
chief designer of gasoline pressure 
appliances. He has since gained 
wide recognition as a combustion 
engineer. 


Peden Receives Record Mower Shipment 





The largest single shipment of Eclipse Power Mowers ever shipped by the 

Buffalo-Eclipse Corp., Prophetstown, Ill.—11 carloads consisting of 3400 

mowers—arrived in Houston, Texas, in January at the warehouse of Peden 

iron & Stee! Co. Peden is a wholesale distributor of mowers, hardware and 

industrial supplies, serving the Southwest for over 66 years. Five additional 

carloads are scheduled to follow the initial shipment of 11 cars as the 
mowing season advances 
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More tn Qemand 


than any other brand 


Reuss” 


You can’t go wrong selling the best products on the 
market. A sales policy of this sort lowers sales re- 
sistance, boosts your volume, and creates customer 
acceptance of the products you feature, as well as 
promoting their confidence in your company. 
Dealers appreciate these important facts — and 
more dealers stock, feature and sell USS American 
Fence than any other brand! 


Cash in on Product Confidence! 


Farmers and cattlemen have learned through gen- 
erations of experience that they can count on USS 
American Fence for long years of rust-free, de- 
pendable service. They are constantly reminded of 
the superior quality of USS American Fence 


American] nEence! 


es . it. , s & 


through advertisements that reach nearly every 
successful farm and ranch throughout the South. 
Certainly it will pay you to cash in on this cus- 
tomer confidence by featuring USS American 


Fence . . . always! 


See “THE UNITED STATES STEEL HOUR”—Televised alternate 
weeks. Consult your locol newspaper for time and station. 


TENNESSEE COAL & IRON 


DIVISION 
UNITED STATES STEEL CORPORATION 
GENERAL OFFICES: FAIRFIELD, ALABAMA 
DISTRICT OFFICES: CHARLOTTE - FAIRFIELD - HOUSTON 
JACKSONVILLE + MEMPHIS « NEW ORLEANS - TULSA 


USS AMERICAN FENCE 


Manufacturers of American Baling Wire, American Barbed Wire and Tenneseal V-Drain Roofing 


of SARA. 
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Moore-Handley Merchandise Mart 
Attracts Large Dealer Crowd 


DEALERS FROM throughout the 
Southeast registered at Moore- 
Handley Hardware Co.’s Merchan- 
dise Mart, held simultaneously in 
the distributor’s Birmingham, Mo- 
bile and Nashville divisions Jan- 
uary 16-19. In addition to dealers, 
more than 4,000 store managers, 
assistants, buyers, and other per- 
sonnel attended the mart, the com- 
pany has announced. 

More than 60,000 square feet of 
space was devoted to the display 
of basic items at special prices, and 
new merchandise being made 


Gab 5 cee 


available for the first time. In the 
Birmingham division alone, com- 
pany figures reveal that 1,264 
dealers saw displays of house- 
wares, gifts, sporting goods, shelf 
hardware, building materials, elec- 
trical supplies and appliances. 
Housewares displayed included 
the full range, from enamelware 
through aluminum goods, plastics, 
outdoor cooking items, and lawn 
furniture. Dealers showed par- 
ticular interest in the specials on 
hand tools, steel goods, shelf hard- 
ware, power lawn mowers, do- 


In groups such as this, dealers from throughout the Southeast attended the mart 


Burt Stanford, Moore-Handiey 
salesman, Birmingham, writes up 
a dealer order while watched by, 
left to right, Mr. Oliver, Oliver 
Hardware Co., Dadeville, Ala.; 
Bud Wofford, Moore-Handley 
salesman, Gainesville, Ga.; W. W. 
French, president of the com- 
pany; and Elmo Hewitt, Conti- 
nental Supply Co., Huntsville, Ala. 


mestic water systems, and garden 
hose. 

The Moore-Handley merchan- 
dise mart is unique in several 
ways. Space is devoted only to the 
items and lines which Moore- 
Handley executives consider espe- 
cially worth-while for their deal- 
ers. No space is sold or rented to 
manufacturers or any other out- 
side organization. Booths are 
manned by Moore-Handley person- 
nel or manufacturers’ representa- 
tives well-known to Moore-Hand- 
ley. The company feels that this 
system preserves the personal 
touch, meanwhile giving the dealer 
good assurance that he will not be 
subjected to sales pressure. 

A direct mail promotional pro- 
gram consisting of 18 letters, 
cards, and ‘gimmicks’ was used to 
publicize the mart among Moore- 
Handley’s dealers. For a period 
prior to the event salesmen wore 
ties with the request, “Ask me 
about the Merchandise Mart!” 
printed across the front. 

Door prizes valued at more than 
$20,000 were given away during 
the course of the mart. Special 
prices offered during the event 
were in effect for the week of the 
mart only and only for merchan- 
dise purchased at the mart. 
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Your purchases speak for themselves. Sales have more than doubled 
since this new series of South Bend rods was introduced two years ago — and 
they're still soaring! Why? A quick check of just 7 of the many exclusive features 
will show you why South Bend is America's fastest selling line of rods. 
Volume production makes possible this extra measure of value and quality at 
attractive prices to insure customer satisfaction and faster, easier selling for you. 
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SALES-MAKING 
features found 
only on 
Teling Mm -i4. 1° 
RODS 






































South Bend Tackle Company, Inc., 900 High Street, South Bend 23, Indiana Souths Reni 


In Canada: Campbell Mfg. Co., Ltd., Toronto (licensee) THE BEST IN RODS - REELS - LINES - LURES 
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Parker Sweeper Co. 
Promotes Sales Head 


WILL WALL, sales manager of the 
Lawn Sweeper Division of Parker 
Sweeper Co., Springfield, Ohio, 
since 1953, has been promoted to 
vice-president of sales. Announce- 
ment of the promotion is made by 
R. W. Parker, vice-president and 


Will Wall 


general manager of the company. 

Wall, a native of Mountain View, 
N. J., has a long record of experi- 
ence in the lawn and garden equip- 
ment field. Prior to joining Parker, 
he was owner of Elmco Distrib- 
utors, East Orange, N. J., a major 
distributor of lawn and garden 
equipment. 

Wall is a graduate of the New- 
ark College of Engineering and 
New York University. He formerly 
was employed by the Public Serv- 
ice Corp. of New Jersey. During 
World War II he was the youngest 
general staff officer attached to the 
Office of Dependency Benefits. He 
left the armed services as a 
lieutenant colonel in 1946, after 
enlisting in 1940. 
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The Autoyre Co. Appoints 
Gerrmann to Sales ewe 


M. J. Racir, vice-president in 
charge of sales, The Autoyre Co., 
Oakville, Conn., has announced the 
appointment of Jack A, Gerrmann 
to its rapidiy expanding sales 
force. He will represent the com- 
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Jack A. Gerrmann 


pany in Kentucky and parts of Vir- 
ginia, West Virginia, Ohio and In- 
diana. 

Prior to joining the Autoyre or- 
ganization, Gerrmann was associ- 
ated with Ekco Products Co.. 
housewares sales for three years. 
He is a graduate of the University 
of Cincinnati and a veteran of 
World War II. 


os 


Gillespie Heads Sales 
of Fayette R. Plumb 


APPOINTMENT of William B. 
Gillespie as sales manager of Fay- 
ette R. Plumb, Inc., Delta File 
Works, Inc., and Graham Rotary 
File & Tool Corp., is announced by 
Frank L. Campbell, executive vice- 
president of Fayette R. Plumb, 
Inc., the parent company. The ap- 
pointment was effective January 
1, Campbell stated. 


William B. Gillespie 


In his new position Gillespie will 
be responsible for the sales activi- 
ties of the three companies, all of 
which are located in Philadelphia. 

Gillespie was formerly sales 
manager of the Hardware and Tool 
Division of the Henry Disston 
Division of H. K. Porter Co., Inc. 
He started with Disston as a hard- 
ware missionary man 10 years ago 
and has served in various capaci- 
ties. He became sales manager of 
the Power Tool Division in 1950 
and of the Hardware Division in 
1952. 


- 


Clemson Promotes Wallace 
to Vice-President, Sales 


J. J. WALLACE has been appointed 
vice-president and director of 
sales, according to an announce- 
ment made by Clemson Bros., Inc., 
Middletown, N. Y. 


J. J. Wallace 


Wallace, former salesman and 
sales manager, has been with the 
company since 1922. Clemson Bros. 
manufactures Star hack saw blades 
and frames, and Clemson hand and 
power lawn mowers. 


Former President of 
Utica Drop Forge Dies 


EDWARD Norris, 78, former pres- 
ident and later chairman of the 
board of the Utica Drop Forge & 
Tool Corp., died January 24, 1956 
in his home after a long illness. 
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U.S. COAST GUARD 
APPROVED 


COOPERATE WITH THE U.S. COAST GUARD 
Help the Coast Guard protect your customers by 


y U. S. Coast Guard approved life 


Write for FULL COLOR catalog 


4300 West Belmont Avenue * Chicago 41, Illinois 








Dingee to Head Hardware 
Sales, Disston Division 


JOHN H. DINGEE has been named 
hardware sales manager of the 
Henry Disston Division, H. K. 
Porter Co., Inc., Philadelphia 35, 
Pa., according to an announce- 
ment by the Division’s general 
manager, Lawrence L. Garber. 

Dingee joined the company in 
1947. Prior to his present appoint- 
ment, Dingee was Disston’s nation- 
al advertising manager and sales 
manager for its power tool depart- 


a 
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oy: 


John H. Dingee 


ment, A graduate of the University 
of Pennsylvania, Dingee served as 
advertising manager for Keasby & 
Mattison in Ambler, Pa., before 
joining Disston. Presently he is a 
director of the Eastern Industrial 
Advertisers Association. 
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Livesey Named Jacobsen 
Sales Vice-President 


Ernark A. Jacobsen, vice-presi- 
dent and general manager, Jacob- 
sen Manufacturing Co., Racine, 
Wis., producers of power lawn 
mowers, has announced the ap- 
pointment of Charles A. Livesey 
as vice-president in charge of sales. 
The appointment was made at a 
meeting of the board of directors 
of the company. 

Livesey is a graduate of the 
Harvard Business School of Boston, 
Mass., where he was also a mem- 
ber of the marketing faculty for 
five years. 


(Continued from page 26) 


Charles A. Livesey 


He joined Jacobsen Manufactur- 
ing Co. as assistant to the presi- 
dent in November 1947. He trans- 
ferred to the sales department a 
short time later and has been sales 
manager for the past five years. 


Moto-Mower Names 
Southwest Rep 


APPOINTMENT of Clyde L. Proc- 
tor as southwest sales representa- 
tive in the stepped-up Moto-Mower 
sales campaign is announced by 
Allan W. Greene, sales manager of 


the Moto-Mower Division of De- 
troit Harvester Co., Richmond, 
Ind. 

Proctor was formerly in power 
lawn mower service and sales pro- 
motion with the Reo Division of 
Motor Wheel Corp., at Lansing, 
Mich. 


Aig 


Clyde L. Proctor 


He was educated in the Lansing 
and Adrian (Michigan) public 
schools and received his bachelor’s 
degree from Michigan State Nor- 
mal College, at Ypsilanti, and his 
master’s degree at Michigan State 
University. 


Brown-Rogers-Dixson Purchases 
Spartanburg Wholesaler Operation 


BROWN - RocGers - DIxson Co., 
hardware wholesalers with head- 
quarters in Winston-Salem, North 
Carolina, has purchased the Spar- 
tanburg operation of Montgomery 
and Crawford Co., wholesalers in 
that South Carolina city. 

W. N. Dixson, Jr., president of 
the buying company, and L. A. 
Pockman, chairman of the board 
of Montgomery and Crawford, an- 
nounced the sale. 

Mr. Dixson said Brown-Rogers- 
Dixson will continue the whole- 
sale hardware, electrical, and in- 
dustrial supply business of Mont- 
gomery and Crawford. He said 
that the Spartanburg operation 
will be “greatly expanded.” 


In addition to its home office in 
Winston - Salem, Brown-Rogers- 
Dixson Co. has branches in Ra- 
leigh, Charlotte, and Columbia. 
Company officers are: W. N. Dix- 
son, Sr., Fort Lauderdale, Fla., 
chairman of the board; W. N. Dix- 
son, Jr., president; C. E. Dixson, 
vice-president in charge of sales; 
T. B. Dixson, secretary and treas- 
urer, and F. R. Dixson, vice-presi- 
dent in charge of the Columbia 
branch. 

Mr. Pockman said that Mont- 
gomery and Crawford will con- 
tinue its wholesale operation in 
Aiken, South Carolina, and its 
manufacturing operation in Deca- 
tur, Alabama. 
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Use on bait or spinning rod 
Hardened alloy line guide 
Non-reversing crank 


Finished in satin aluminum, 
rich brown and beige 


TWIST = 


NIN 


Reel spool filled with approx. 100 yds. 


6-Ib. test limp monofilament 
Extra spools available 


You'll get the “straight line’: story from any fellow 
who owns a Bronson “Spin-King”, because the spool 
on this new spinning reel never turns . . . so line 
just can’t twist! With only minutes of practice, any 
fisherman can cast like an old master. 

And this is only one among many outstanding 
“Spin-King” features. It’s the first push-button spin- 
ner with star drag . . . adjusts to perfect tension in 
action. To create real sales excitement, let your cus- 


tomers try the ““Spin-King’s” line feathering control. 


It’s the smoothest thumb lever action ever devised 

. always sure shot control without mid-air snap- 
ping or grabbing. 

For super-smooth retrieve action, all “Spin-King” 
beveled gears are precision machined and bearings 
are self-lubricating. Exclusive four-point line pick-up 
automatically engages extra fast, whether line is 
slack or taut. Make easy “push-button” profits all 
season long—get set right away with your stock 


of Bronson “Spin-Kings’*. 


BRONSON REEL COMPANY-+ BRONSON, MICHIGAN 


Division of Higbie Mfg. Co. 


Build sales with... 


eeeesveeeeseeeeefe7e7#e#eee8eees# * 


s@e@eees$8ee#es 








H. B. ives Co. Appoints 
Texas Representative 


RALPH D, IRWIN, well-known in 
the hardware trade, is now cover- 
ing Texas for The H. B. Ives Co., 
of New Haven, Conn., manufactur- 
ers of specialty and builders hard- 
ware since 1876. 


Raiph D. Irwin 


Irwin’s headquarters are in Dal- 
las. 

Bernie Saltwick of Saltwick and 
Demlow Co., Memphis, Tenn., who 
has represented Ives in Texas in 
the past, will continue to repre- 
sent them in the middle South. The 
appointing of Irwin to the southern 
territory is to facilitate further 
localized representation in the 
state of Texas. 


* 


Bonner Hardware Has 
10th Anniversary 


BONNER WHOLESALE Hardware 
Co. which from its headquarters in 
Sulphur Springs, Texas, serves 
dealers in portions of Texas, Ar- 
kansas and Oklahoma, currently is 
celebrating its 10th anniversary. 

Organized in 1946 by L. D. 
Lowry, Jr., and D. R. Bonner, the 
company has expanded from its 
early staff of three employees to 
the 18 presently employed. The 
other principal in the firm is Dan 
E. Bonner. 

The company occupies two ware- 
houses which consist of 20,000 
square feet. An air conditioned of- 


(Continued from page 28) 


fice occupying the front section of 
the building covers 1,200 square 
feet. 

The company’s five salesmen 
cover a territory that includes 35 
counties in Northeast Texas, Okla- 
homa, and Southwest Arkansas. 
Deliveries to dealers are made by 
the company’s own trucks. 

¢ 


New Address for 
M. J. Peters Co. 


THE M. J. Peters Co., manufac- 
turers’ representatives, has moved 
into new office facilities in down- 
town Atlanta, Ga. The new ad- 
dress is: 808 Forsyth Building. 

M. J. “Jack” Peters, owner of the 
organization, formerly made his 
headquarters at 239 North Colum- 
bia Circle, Decatur, Ga. 

a 


Schoellkopf Veteran 
Salesman Is Awarded 


GROVER MATESON, veteran sales- 
man of The Schoellkopf Co., Dal- 
las, Texas, recently was awarded 
the Distinguished Salesman Award 
of the Dallas Sales Executives 
Club. 

Presenting the award to Mate- 
son, in the accompanying photo- 
graph, is Earle Cabell, president of 


Richmond Seed House 


DicGs AND Beadles Seed Co., 
Inc., and Beck’s Lawn and Garden 
Supply, Inc., Richmond, Va., are 
merging, according to a recent an- 
nouncement from the companies. 

Diggs and Beadles, founded in 
1902, is one of the oldest seed 
houses in Virginia, and will be the 
wholesale distributive business. 
Beck’s Lawn and Garden Supply 
is a new garden supplies business 
in the Richmond area. 

Arthur C. Beck, Jr., president of 
Beck’s Lawn and Garden Supply. 
will serve as the new president of 
Diggs and Beadles. He succeeds 
Mrs. Ray J. Roper who will con- 
tinue as a member of the board of 
directors. Norman H. Bruce, as- 
sociated with Diggs and Beadles for 


Grover Mateson, right, receives 
sales award from Earl Cabell 


the club. Mateson travels the 
North Central area of Texas for 
The Schoellkopf Co., distributors of 
general hardware, housewares and 
sporting goods lines in the South- 
west. 

Mateson has been with the com- 
pany since 1921. 

> 


The Reardon Co. Appoints 
Eastern Tennessee Rep 


THE REARDON Co., St. Louis, Mo., 
has announced the appointment of 
Robert G. O’Connor as sales repre- 

(Continued on page 62) 


Announces Merger 


35 years and vice-president since 
1945, will be elevated to the office 
of senior vice-president. He is in 
charge of all seed testing and buy- 
ing. 

Diggs and Beadles will now op- 
erate three retail stores in Rich- 
mond—in the downtown area at 
414 E. Marshall St.; in the West- 
hampton area at 5712 Grove Ave.; 
and in the West Broad St. area at 
6300 West Broad St. The latter re- 
tail store has been operated as the 
Lawn and Garden Mart by the 
Beck corporation since September 
of 1955. 

Before entering the garden sup- 
ply business in July 1955, Beck 
was a partner of Lindsey and Co. 
advertising agency. 
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DS TURNOVER 
‘Ds SALES 





a 


cok = One of the 10 displays available to hang 


on merchandiser. These are designed 


ae . = to hang also on perforated wallboard. 
1a 


Holds 8 displays—delights 
customers—promotes sales. 


° Bjustable for floor or 
Actually a hand too] department tor the meeseres cay 
progressive hardware damler—the only revolving 


display featuring popul@r priced tools, exclusively. 

In keeping with the mogern trend of self-service—invites 

the customer to pick a ‘ pay. 

Shows 167 fast moving, mechanical service tools for shop and home. 


Gives recommended s@ing prices for tools with number and full 
description of each too 


Colorful, compelling— metallic blue, perforated board background and 
aluminum finished, wel§jed wire framework, with blue and yellow 
identification 


Compact, comple ally low price. Write today for 
full particularg.gtind set this sil®&,super salesman to selling. 





Bo 
3001 East: 


aINe pa esl ae * ; r ‘ s 
“<< Over-B0 years" experience in manufacturing guaranteed quality tools 








“the best fence 
I’ve ever used” 


“the best fence 
I’ve ever sold” 


SELL THE FENCE THAT SATISFIES 


FARMERS— the largest users of fence—like the way DrxisTEEL Fence is made, 


because it goes up right, stays tight, and lasts for years. 





HARDWARE MEN—the largest sellers of fence—like the way DrxisreeL Fence moves. 


There is no question about quality, no question about profit. 





Sell the fence that satisfies you and your custom ers—DrxisTee.. Order it from your wholesaler. 


Feature it in your store. 


GOOD COMPANIONS— 


DrxisteeL Barbed Wire 





DrxisTEEL Staples 
Drix1sTEEL Nails 


maxens OF MADE ONLY BY THE 


ATLANTIC STEEL COMPANY 


P.O. BOX 1714, ATLANTA 1, GEORGIA 


SINCE 1901 
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Here's how a Georgia dealer is 
Shaving That Overhead! 


O= OF THE best ways to increase 
your margin of profit is to cut 
corners on store expenses wherever 
opportunities present themselves, 
according to Frank Hudson, owner 
of Hudson Hardware, Newnan, 
Georgia. 

“Most operations have plenty of 
room for improvement,” Hudson 
points out, “and in the area of 
store expenses, there is much that 
can be done to reduce or eliminate 
costs.”’ 

In 1948, Hudson remodeled his 
store, with the major objectives of 
boosting sales efficiency and in- 
creasing volume while at the same 
time lowering operating costs. 

Old-fashioned counters were dis- 
carded and replaced with new 
pyramid-type display counters that 
were only a little above waist- 
high at the top. Hudson used 
lightweight pine, stained the 
counters with a walnut-stain and 
finished them with varnish. They 
looked good, were relatively inex- 
pensive, and offered much more 


Paid-on accounts and charge 
tickets are written on a single 
machine in triplicate. Here, cus- 
tomer gets the original at time 
the sale is made 


display area than his old counters 
had. In addition, a customer com- 
ing into the store could see the 
whole array of merchandise at a 
glance. 

Along each wall—both sides and 
in the rear—10-foot shelves were 
built and adjustable wall brackets 
were mounted to increase the scope 
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Whether it be display fixtures, light- 
ing costs, or billing expense, every 
phase of this business is closely in- 
spected to widen that margin of prefit 


By C. L. Lorentzson 


of the merchandise displayed there 

-items such as sporting goods, 
builders hardware, garden tools 
and paints 

Four-foot aisles afforded wide 
avenues between display counters, 
and small islands were built in the 
center of the display areas. These 
islands were used to promote 
















impulse buying has increased as housewares items are arranged in an advantageous position on low-lying fixtures. 
Bright illumination also adds extra sparkle. Mrs. Hudson, above, checks display of housewares 


seasonal items and “specials.” They 
are approximately five feet wide, 
10 feet long and four inches high. 
Items displayed on them are 
singled out for attention and seem- 
ingly invite customers to examine 
them at close range. 

“In addition to my floor and 
wall fixtures,” Hudson said, “I put 
in a Celotex ceiling and 17 separate 
sets of fluorescent tubing for ‘like- 
day’ lighting. A dim interior plays 
down your merchandise, doesn’t 
give it a chance to attract favorable 
attention and gives your store an 
‘out-of-date’ atmosphere.” 

Though he increased the num- 
ber of lighting units, Hudson saves 
money on lighting most every day, 
even with a greater number of 
lights. He makes use of natural il- 
lumination through his store-wide 
front window installed during the 
remodeling. This window is fairly 
high and it faces the west; conse- 
quently, during the afternoons, a 
lot of sunlight pours right into the 
store. Whenever the day is bright, 
the entire front row of lights can 
be turned off with no appreciable 
loss in the effectiveness of window 
displays or interior lighting. 

The entire store was covered by 
a modern sprinkler system. Thus, 
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fire protection was greatly in- 
creased and the fire insurance rate 
was reduced—a considerable year- 
in and year-out saving. 

One of the most apparent results 
of remodeling was the observable 
increase in impulse buying in the 
store. Inventory was arranged so 
that many of the most attractive 
housewares items were displayed 
on the right and in front of the 
store’s entrance. These items ap- 
peal mostly to the ladies. Basic 
hardware items and those appeal- 
ing mostly to the men were ar- 
ranged on the left of the store’s 
entrance, around the sides and at 
the rear. Though he rotates items 
regularly to stimulate general cus- 
tomer interest, Hudson keeps his 
items separated into these basic 
areas. 


Cuts More Corners 


As work progressed, Hudson saw 
first hand how the changes he was 
making materially enhanced the 
appearance of his store. In addi- 
tion, he was encouraged to look for 
as many cost corners to cut as he 
could find. 

The most immediate saving came 
as a direct result of the remodeling. 
With low-lying fixtures and bright 


illumination, a limited staff was re- 
quired to operate the store suc- 
cessfully. “I now have two men 
and a saleslady helping me run the 
store,” Hudson said. “We easily 
keep our stock displayed, neatly 
arranged, and dusted. Merchandise 
is never left in the receiving room 
over 24 hours, and we maintain 
our inventory levels with a mini- 
mum loss of time. Our bookkeeper- 
saleslady handles all billing, most 
of the bookkeeping and sells dur- 
ing rush periods. 

“Naturally, with merchandise 
displayed effectively, many of our 
customers use the ‘serve yourself’ 
system even though we don’t try 
to exploit it outwardly,” Hudson 
pointed out. “In addition, some 
items are pre-packaged so that 
service can be speeded up. For ex- 
ample, nails are packed in 2-, 3-, 
and 5-pound lots, marked plainly, 
and left in the nail bin with loose 
nails of the same size. Also, several 
varieties of seed are prepacked, 
including rye grass. This system 
not only encouraged customers to 
serve themselves, but enabled our 
saleslady to handle sales of bulky 
hardware easily.” 

In the bookkeeping department, 
considerable time and money was 
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Owner Hudson uses the mimeograph machine as o simple, effective means 
of advertising. Cartoon sketches, plus the major selling points of items, 
make up the ad. These are mailed throughout the trade area 


saved when Hudson installed a 
billing machine. Formerly, he had 
each sale recorded in duplicate on 
a standard sales book ticket. He 
listed the items bought, unit price, 
and total bill plus tax. 

The duplicate was given to his 
charge customers, and the original 
was filed in his alphabetical file. 
Near the first of each month, the 
bookkeeper made out statements 
upon which she listed all items 
bought as noted on the tickets. The 
original statement was sent to the 
customer and the duplicate filed 
until the account was paid. All 
these steps took a lot of time. 

“Now,” Hudson continued, “all 
paid-on accounts and charge tick- 
ets are written on a single machine 
in triplicate. The customer gets the 
original at the time of the sale. The 
other two copies remain in the ma- 
chine until the end of the day 
when they are removed and posted. 
At statement time, we simply send 
our customers all the duplicate 
tickets on merchandise he pur- 
chased during the month with a 
total stapled to them. The tripli- 
cates are filed in our permanent 
files. 


Mimeographed Promotions 


“While talking about office 
equipment, I might point out that 
our mimeograph machine has be- 
come one of our best and most ef- 


fective means of advertising. When 
it’s time to promote seasonal items 
or a sale, I draw a simple cartoon 
sketch of the items, outline briefly 
the selling points of the merchan- 
dise, and note any special prices I 


may want to offer. I run these ads 
off on the mimeograph machine, 
fold them, staple them, and then 
mail them throughout my trading 
area. It’s easy to do, it’s inexpen- 
sive, and it’s highly effective.” 

Hudson reduced his inventory 
control paperwork to the simplest 
system necessary to carry on busi- 
ness effectively. 

As a result, he now keeps two 
want books in which he lists items 
asked for by his customers, items 
sold out or nearly so, and new 
items which he believes he should 
carry. He, also, keeps records on 
all sales of big ticket items in his 
merchandise line, ie., outboard 
motors, appliances, electric saws 
and drills, and power lawn mow- 
ers. On these cards, he lists the 
model numbers, number of units 
bought, costs per unit, name of 
company from which purchased, 
and the selling price. He uses the 
cards when taking inventory and 
as a basis for planning his reorders. 

“Many a dealer could lower his 
operating expenses and other costs 
of doing business if he would only 
take a good, long look around and 
ask himself, ‘Now, how can I cut 
corners on my operating costs’?” 
Hudson concluded. “He'll be sur- 
prised at how many avenues he 
can find that will take him down 
the road to a less expensive opera- 
tion; consequently, one with more 
profit.” 


Shelves and wall brackets increased the scope of merchandise displayed 
along both sides and in the rear. Customers in looking around are exposed 
to builders hardware, sporting goods, tools, and paints 
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numerous bait 
display 


Gartman sells 
buckets; keeps mass 


LANNING in advance to sell 

those extra items to fishermen 
results in several thousand dollars 
additional volume each year for 
Bruce Gartman, owner of Gart- 
man Hardware & Furniture, Sher- 
idan, Arkansas. In this town of 2,- 
500 population, where mail-order 
catalogs circulate freely, Gartman 
gets a large share of sporting goods 
business and the added business 
that comes from his sporting goods 
traffic builders. 

Much of his promotion is built 
around fishing tackle and baits, 
both artificial and live. 

“A fellow buying tackle is in 
a hopeful mood,” Gartman said. 
“He’s more likely then to buy a 
few extras, and this is what we 
plan for him to do.” 

Minnow buckets and live worm 
buckets, selling from 50 cents to 
several dollars each, come in for 
extra promotion here because just 
a little extra effort sells them in 
surprising numbers. During the 
long fishing season this area en- 
joys, Gartman arranges impres- 
sive displays of the buckets. One 
of his favorite ways to show them 
in mass quantities is to build a 
pyramid on the floor near the 
front. Asked if he sells many of 
these in a town as small as Sher- 
idan, he declared that the buckets 
move very fast. 

“The average fisherman loses 
his minnow or worm bucket, soon- 
er or later. And nearly every fish- 
erman can use more than one 
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Added sales from 


Sporting 
Goods 
“Extras 


With a little special 
promotion, this dealer 
wins that extra sport- 
ing goods business 


By S. W. Ellis 


bucket. If his family fishes with 
him, each member will want his 
own worm bucket.” 

Gartman places artificial lures 
where the customer can see and 
handle them. All year he keeps a 


as 


Boat owner inspects paint which 
Gartman suggests for his craft 


display going near the rods. The 
lures are strung on lines or placed 
within arm’s reach. 

“I lose a little from mishan- 
dling,” he said, “but the extra sales 
more than make up for the slight 
losses. When lures are shown in 
display cases, the fisherman often 
glances at them and walks away. 
But when he can get his hands on 
a lure, he usually wants to buy.” 

Gartman finds out which of his 

(Continued on page 60) 


Customer here seeks a weather-proof jacket from the display rack. 
This unit is on wheels and is moved about to gain fresh interest 
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Variety sparks their sales of 
Garden Supplies 


ARIETY IS one of the main fac- 

tors that has led to an annual 
gain in sales of garden supplies for 
Murray Hardware Co. for the past 
four seasons, according to Murray 
Reinstein, owner of the Silver 
Spring, Maryland, store. 

“If the garden supplies depart- 
ment is going to show a profitable 
volume, a dealer must carry an in- 
ventory of wide variety. He also 
must have an informed sales staff 
able to answer customer questions 
intelligently, open displays that en- 
courage browsing and self-service, 
and early seasonal promotion,” 
Reinstein stated. “In addition to 
this, it is necessary to be competi- 
tive with the drugstore, super 
market and variety store, offering 
not only competitive, but quality 
merchandise.” 

Variety in garden supplies at 
Murray Hardware Co. means five 
different name brands of grass 
seeds, packaged flower and vege- 
table seeds as well as young plants 
and shrubbery, soil chemicals, 
sprays and insecticides, and a wide 
assortment of garden tools. Garden 
supplies are put on sidewalk dis- 
plays in front of the store and on 
four tables near the entrance at 
points where traffic is heaviest. 
They occupy 600 square feet of the 
store’s selling space (approximate- 


By Beatrice Miller 


The special rack for garden tools was designed and constructed by the 
store. Customer leisurely tries out a tool from the orderly display. 
The lady above seeks Owner Reinstein's advice as to items she needs 


ly one-sixth of the store) and 800 
square feet of storeroom space 
Storeroom space is occuiped by 
bulky items such as fencing, fence 
wire, fertilizer, peat moss, etc. 

“Variety in garden tools and the 
necessity of orderly arrangement 
meant designing our own open- 
display table. This tool rack takes 
30 different items, 15 on each side, 
and is so arranged that a customer 
can find with little searching the 
size rake or cultivator he wants,” 
Reinstein pointed out. 

Salesmen may be trained by the 
store, and encouraged throughout 
the season to keep informed on 
items they will be asked for, as 
well as their proper application. 
Murray Hardware holds a _ two- 
hour sales training meeting in 
garden supplies a month before 
the season opens, and continues 
such meetings during the grow- 
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FERTILIZER 


one) 1 98 nes 75° 


Fine Quality Quick Growing 











WE CARRY THE MOST COMPLETE LINE OF 
CARDEN SUPPLIES 
IN THE AREA! 
We rent wheelberrews, spreeders, cereter:. lewn 
rotters, pest hole Wiggers end bedders 


Murray Haroware co. 


“OUR COMPLETE HARDWARE DEPARTMENT sToas~ 
LANGLEY SHOPPING CENTER 
Hours: Open Daily from 9 a.m. te 9 p.m. 
Sundays from 10:00 a.m. tH 1 p.m. 

CALL HE. 4.3000 FOR FREE DELIVERY 








Ads appear weekly in the com- 
munity paper early in the season 
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Women customers drop in frequently to purchase additional flower and 
vegetable seeds. Reinstein suggests a plant food to the lady above 


ing months. Movies, talks by sup- 
plier representatives, distribution 
of supplier and other literature on 
gardening are presented at this 
meeting. The staff members are en- 
couraged to read labels, to read 
books on gardening from the store 
library, and to follow supplier 
bulletins. 

“Open displays encourage cus- 
tomers to examine, read, compare 
and study items that we would not 
have the time to present to him 
properly on busy evenings or 
Saturdays,” Reinstein explained. 
“Store hours are from 9 a.m, to 
9 p.m. daily and from 10 a.m. to 
1 p.m, on Sunday. “We have over 
1,000 customers in here on Satur- 
days, and 14 salesmen who have to 
do lively selling to keep up with 
the trade. Yet I know that with 
open displays, the customer prac- 
tically sells himself the item when 
he is given time to handle, examine 
and read the merchandise and 
label.” 


Early Promotion 


Reinstein advises early promo- 
tion. He puts out all garden sup- 
plies in February as the display of 
seeds, hose, rakes and mowers 
quickens the customer’s desire for 
outdoor activity. “If the customer 
associates garden supplies with 
our store early in the season and 
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our displays remind him repeated- 
ly that we have garden supplies, 
then it will be to us that he comes 
when he is ready to buy,” accord- 
ing to Reinstein. 

Murray Hardware Co. places a 
weekly advertisement on garden 
supplies in the Local Shopping 
News during February. His side- 
walk displays of fertilizer, fertiliz- 
er spreader, mower, wheelbarrow, 
and aerator plus the soil chemicals 
and seeds are out front in Febru- 
ary. Weekly advertisements are 
continued throughout March and 
April, and are then dropped to 
twice monthly appearances during 
May, June and July. 

The first mailing, a flyer called 
Spring Festival that includes gar- 
den supplies, goes out April 15. 
These direct mail pieces go to ap- 
proximately 10,000 home-owners 
within a five-mile area. 

The day after Easter another 
mailing which consists of 10,000 
garden guides is put in the mail. 
Response to this is good. 

“There is one sentence we never 
omit in any of our advertisements 
and that is, ‘We carry the most 
complete line of garden supplies in 
the area’,” Reinstein said, pointing 
to the line in advertisements where 
he has plugged seasonal specials 
such as fertilizer, lime, grass seed 
and garden hose. “Specials like the 


$3.95 garden hose are not money- 
makers but they bring people in, 
and acquaint them with our large 
inventory. After comparing the 
special with some of our better 
quality merchandise, customers 
may select a garden hose which is 
more profitable to us.” 

Free delivery is offered on all 
items regardless of size of trans- 
action. 


Rental Service 


A rental service on wheelbar- 
rows, lawn aerators, fertilizer 
spreader, posthole digger, lawn 
roller, and fence wire stretcher is 
offered on a daily basis. A three- 
day mower sharpening and repair 
service is made available but items 
are serviced by a shop on contract 
with Murray Hardware Co, 

“A successful garden supplies 
department with a number of 
steady customers who _ return 
throughout the season has a very 
healthy effect on all departments 
in the store. In Silver Spring 
where we have a great many new 
young home-owners, the effect on 
housewares and toys is very ap- 
parent,” Reinstein commented. 
“We have a large number of 
women customers and whenever 
one comes in for garden supplies, 
she will buy something else as 
well.” 

Reinstein re-emphasized the im- 
portance of informed salesmen 
who can answer questions for cus- 
tomers. 

“Many people are gardening for 
the first time in their lives. If we 
want their business, we must be 
able to direct them in the proper 


(Continued on page 60) 


A garden quide sent toe 10,000 
home-owners immediately after 
Easter gains favorable response 
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They plan in advance for that 


Spring Buy 


PRING FEVER is buying fever for 

those with a yen for improving 
their homes, and buying fever 
mounts higher when they pass the 
Arkadelphia Hardware Co., Arka- 
delphia, Ark. 

To speed up the moving of sea- 
sonal merchandise, Pete Rudolph 
starts his spring promotions at 
least by the first warm days of 
spring. Paints, cleaning supplies, 
lawn and garden items are ar- 
ranged at the front in displays that 
have a fresh, springtime atmos- 
phere. 

If the stepped back floor-island 
type of fixture used for paints is 
at all scarred, a fresh coat of fast- 
drying enamel brightens it. Paints 
are a profitable item every month 


By S. W. Ellis 


ing Fever 


Early promotion builds those extra 
sales of paint, cleaning supplies, 
and garden equipment and supplies 


importance in 
springtime promo- 
tions. 

Rudolph and his 
paint salesman 
check the paint 
shelves several 
times a day to make 
sure that fast selling 
items have not left 
empty spots. 

“We like to give 
the impression of 
having a full stock 
and a wide variety,” 
Rudolph confided. 

Related items are 
spotted here and 
there among the 
paints. These bring 


a good profit and help the do-it- 
yourself customer to achieve a good 
job. Joint cement and tape, surface 
preparation material, sandpaper, 
etc., arranged in those small, in- 
dividual spots among the paints re- 
mind the amateur that paint is not 
the only item he must buy to do a 
professional-looking job. These ac- 
cessories have their own display 
points in the store, but that extra 
promotion given them among 
paints helps to sell more 

Rudolph likes his low paint fix- - 
tures that give paint first-rate dis- 
play from both sides. Since install- 
ing these fixtures, paint volume 
has shown a marked increase. The 
fixtures place paint at the cus- 
tomer’s finger tips 


Power lawn mowers behind a low garden fence (top), with space for 
demonstrations, are promoted profitably throughout the growing season. 
Pete Rudolph, right, sells cleaning supplies from one of the displays 
thet is largely responsible for the high percentage sold in the spring 


in the year here, but from the first 
mild days in February throughout 
the long season, paints are of prime 
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“He can stand at the paint 
shelves,” Rudolph said, “browse to 
his heart’s content, and look at the 
color chips and paint folders avail- 
able here. The do-it-yourself cus- 
tomer doesn’t like to be rushed in- 
to buying. That’s why we start our 
spring promotions early. By the 
time the customer is ready to start 
painting and fixing up, he knows 
what type of paint he wants and 
decides about colors.” 

Spring promotions coordinate 
paints with garden supplies and 
cleaning items. Last spring, as soon 
as the customer entered, after 
pausing at the outside display of 
growing plants, he entered a long 
aisle flanked with spring mer- 
chandise. 

First came the garden hose 
stand, with fishing poles leaning 
against it, to remind the gardener 
that planting time is also fishing 
time. On the low platform adjacent 
to the hose were flower pots, 
watering cans, and fertilizer. Then 
came the freshened paint fixtures, 
followed by a well-filled table of 
cleaners and waxes. 

Rudolph says that cleaning sup- 
plies are considered permanent 
traffic builders here, but in the 
spring he likes to step up promo- 
tion. 

“T- like to push them because 
when a customer once finds a 
cleaning item she likes, she usually 
re-buys. A lot of volume can be 
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Customers feel the 
urge to begin plant- 
ing when they see the 
early displays of 
lawn and garden 
tools, hose, etc. 


Low fixtures display 
every can of paint 
within easy reach. 
Color charts and 
paint accessories are 
displayed also 


gained in this way. And spring is 
the time to introduce new cus- 
tomers to certain paint cleaners, 
floor cleaners, and rug cleaners. 
We make 65 percent of our an- 
nual volume on cleaning items 
during the spring.” 


Lawn Mower Promotion 


Spring is the time, he thinks, 
when power lawn mowers should 
be given special promotion. “Peo- 
ple with large lawns have been 
wanting a power mower for some- 
time. If we can catch them early in 
the season, before they buy too 
many other hot weather big ticket 
items, we stand a better chance of 
selling them a power mower. We 
like to show power mowers as at- 
tractively as possible in the win- 
dows, with a good, big price mark 
on one or two models to show that 
power mowers are not really in the 


luxury class and too expensive.” 
Last spring the power mower 
display in the full-view window 
showed a row of mowers behind a 
low white picket fence. The fence 
is available here also, and the dis- 
play was especially effective. 
Three different makes of power 
mowers are offered, to cover the 
most popular price ranges, from 
$49.95 to $149.50. People with 
very small lawns buy the less ex- 
pensive models. But in this little 
town of extensive lawns, the more 
powerful mowers are in great de- 
mand, and home-owners respond to 
special promotion. Rudolph uses 
much of his newspaper display 
space to advertise lawn mowers in 
season, and has frequent radio spot 


announcements which feature these 
and invite listeners to come in. 

In displaying power mowers, 
plenty of space for a quick demon- 
stration is provided on the sales 
floor. During the spring season, 
Rudolph carefully plans for this 
free space, so that the prospect can 
handle the implement and give it 
a few turns. 

While the store is not prepared 
to give repairs, the customer may 
bring the power lawn mower in, 
and Rudolph has the repairs made 
by a mechanic who works in close 
cooperation with him. 

“I'd rather have the customer 
bring his lawn mower to us for the 
repairs, because that makes him 
come into the store again. Any 
time we can lure him in, we feel 
that our springtime displays will 
make him want to buy something 
else.” 
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Cattle brands of ranch customers decorate store front. The horse in front has a neon counterpart 


It's a cowpoke's delight, this 





Store with the Horse Out Front 


g™ A LETTER addressed to the 
“Hardware Store with the 
Horse in Front,” Florida, and the 
postoffice won’t consider your ac- 
tion zany. What’s more, neither 
will the local letter carrier go into 
a tizzy of uncertainty trying to de- 
liver it. The letter will reach its 
destination—the W. B. Makinson 
store—deep in the heart of the 
cattle country of the sunshine 
state, at Kissimmee. 

Reason is W. B. (Dick) Makin- 
son, Jr. who operates the store his 
father founded 71 years ago. As 
an ambassador of good will for the 
hardware industry, Dick is revered 
far and wide, since there are few 
civic enterprises in which he isn’t 
the sparkplug or involved in some 
capacity to disprove the notion that 
business and friendship don’t mix. 

And the horse? This is a life- 
sized replica of a saddle equine 
which Makinson rolls out each 
morning to decorate the sidewalk 
in front of his store. This has been 
the custom so long it has made 
Makinson’s a landmark second only 
to the commercialized attractions 
in this land of lakes, citrus groves 
and cattle ranches. 

Besides, the horse advertises the 
fact that the store specializes in 
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cattlemen’s supplies, since the vast 
ranches in the area employ many 
of the animals in their labors to 
make Florida top-brass among the 





W. B. Makinson, Jr., carries on 

the store in much the same tra- 

dition as that of his father who 

founded the business more than 

70 years ago. This handmade cow 

whip is but part of the merchan- 
dise sold to ranches 


nation’s cattle raisers. And a host 
of hard-riding cowboys come to 
Makinson’s for their saddlery. Not 
only is this store recognized na- 
tionally for its stock of cattle- 
raisers’ requirements, but it pub- 
lishes a catalogue which is in de- 
mand as far away as California. 

Horsemen from many states or- 
der custom built saddles from this 
Kissimmee dealer. A St. Peters- 
burg contractor once bought a sil- 
ver inlaid saddle for $1,000. The 
largest saddle ordered was one to 
seat a 300 pound man. And a cir- 
cus came to Makinson’s to order an 
item no longer available elsewhere 
—a woman’s sidesaddle. Other 
items stocked along with hard- 
ware are such things as branding 
irons and handmade cow whips. 

The store carries a normal in- 
ventory of 50 to 75 saddles that 
sell for an average of $150 each 
and at least 50 whips are displayed 
in racks to edify the booted cattle- 
men. The saddlemaker employed 
by Makinson is a veteran of 65 
years in his profession 

There’s even a buggy in stock. 
Calls for a hardware man to sup- 
ply such an item are rare these 
days, Makinson admits. But dur- 

(Continued on page 60) 
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Wilson Pugh, traffic manager for 
McGowin-Lyoas Hardware & 
Supply Co., Mobile, Alca., has 
completed a half century of 
activity in the hardware field 


Hes completed his 50th year 
in the wholesale hardware 
business on December 31, 1955, 
Wilson Pugh, traffic manager for 
McGowin-Lyons Hardware & Sup- 
ply Co., Mobile, Alabama, can re- 
call vividly many interesting high- 
lights of a career made varied by 
changes in conditions and trends 
over that period of time. With 
half a century of hardware behind 
him, Mr. Pugh can relate many a 
unique experience of “the good 
old days.” 

He began his career on January 
1, 1906 with Young Hardware Co. 
of Mobile, working as order clerk 
in the heavy hardware warehouse. 
In those days the principal indus- 
tries of the Mobile area were farm- 
ing, textiles, naval stores and lum- 
ber, and stocks carried in the 
heavy hardware warehouse were 
just what the name implied. 


Light Pay 


“The work was heavy and the 
pay was light,” Wilson says. “Fur- 
thermore, a day’s work was 
measured by the time required to 
complete all tasks at hand, rather 
than by the clock.” 

After all orders on hand were 
filled, packed and shipped, incom- 
ing stock shipments were un- 
packed, and the goods placed in 
stock. Then the warehouses were 
swept and cleaned up for opera- 
tions next day before the crew 
quit work for the day, more often 
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50 Years 


of Hardware 


than not working well into the 
night. 

In September, 1906, a tropical 
hurricane roared into the Gulf 
Coast area, leaving in its wake 
great loss of life and enormous 
property damage. It began with a 
driving rain borne on a strong 
northeast wind. During the course 
of the storm the wind veered to the 
east, and finally to the southeast, 
backing up water from the bay into 
the river until it overflowed the 
wharves and flooded city streets. 
Water in the buildings on the river 
front variei from two to 12 feet 
in depth. Wilson vividly recalls the 
many extra hours of work put in 
reclaiming and salvaging as much 
of the water damaged stock as pos- 
sible, as well as cleaning the mud 
and silt out of the buildings. 

Many established businesses 
were unable to survive this loss, 
and Young Hardware Co. was one 
of them. Shortly after the storm, 
this business was consolidated with 
Southern Hardware & Supply Co. 

Wilson continued with Southern 
Hardware & Supply Co. and be- 
came manager of the order depart- 
ment. As such, he not only super- 
vised filling and packing of orders, 
but also served as shipping clerk. 

He later went on the road as 
sales representative and served in 
that capacity for about two years. 
As Wilson puts it, “Those were 
truly the horse and buggy days.” 
A salesman had only the railroads, 
river boats and the horse and 
buggy as means of transportation. 
Railroad and boat schedules would 
not permit the working of all 
towns located on the respective 
lines, and many of the towns 
worked were not on established 
transportation arteries. 


A salesman usually rode the 
train or boat to a key town in his 
territory, worked that town and 
would then hire horse and buggy 
to work the surrounding towns and 
rural stores. In many instances the 
river boats hauled as much or more 
freight out of a landing than they 
brought in. Sometimes, if he was 
lucky, a salesman could call on the 
one or two merchants in a river 
town while the boat loaded and 
unloaded freight and ride the 
same boat to the next two or three 
towns before “losing” his trans- 
portation. 

“Traveling and shipping facili- 
ties were little better than primi- 
tive,” relates Wilson, “but compe- 
tition wasn’t quite so keen either.” 
Paved roads, automobiles and 
motor frucks, to say nothing of im- 
proved hotel and living accommo- 
dations, have made life much more 
comfortable for the traveling sales- 
man. They also have increased 
competition, and he must now 
gear himself to the pace set by 
faster methods. The salesman of 
today must call on a good many 
more accounts in a day to main- 
tain a profitable volume ‘than was 
possible in those days. 

The recession of 1912 took its 
toll of business, and Southern 
Hardware & Supply Co. was af- 
fected. In March of 1913 this firm 
was succeeded by McGowin-Lyons 
Hardware & Supply Co. In the re- 
organization, Wilson was trans- 
ferred from the road back to the 
office and started what is now 
the traffic department. 

At that time each railroad 
established its own freight rates. 
Likewise, each river boat line, bay 
boat and coastwise steamboat line 

(Continued on page 62) 
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Better than ever! With new “floating action” swivel coupling — 
the added improvement that makes the Quik-Suds Whirl-A-Way 
completely action free! No more hose knots and kinks! Now 
Quik-Suds Whirl-A-Way moves independently of hose! Coupling 
is leak-proof, will not loosen. 


Quik-Suds Whirl-A-Way, with 100% horsehair brush that rotates 
at 1500 R.P.M. plus Hydraulic Sudser which you just PUSH for 
suds, PULL for clear rinse. No wiping necessary! Has interchange- 
able 2 and 4 foot handles, molded rubber bumper to prevent 
scratches and marring. Free 2 oz. sample of “Sparkle” with every 
Quik-Suds Whirl-A-Way. 


Packed in display cartons, or mail order shipping cartons. 


NOTICE! 


Osrow has a potent on its Hydraulic Sudser! Only Osrow manufac 


tures @ cor and home washer having the potented features used 
in the Quik-Suds Whirl-A-Way! 


Osrow Products Co. Inc. has been granted patent #2717176 on 
its Hydraulic Sudser, the exclusive feature that allows the user to 
PULL for suds and PUSH for clear rinse. The patent applies to the 
specially designed hydraulic sealing action of the sudser 


Nationally advertised in and the 
AND NOW on TV— watch for it in your area 


OSROW PRODUCTS CO. INC., HAZEL STREET, GLEN COVE, L. I., N. Y. 
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New officers are, left to right, seated: C. A. Washmon, Texas director and also vice-president of NRFEA; B. O. 
Goldthorn, second vice-president; Frank Halla, president; R. H. Lindop, retiring president; Rex Payne, first vice- 
president; R. M. Souder, executive director. Standing, left to right: Directors Willis Champion, Porter Henderson, 
Dan H. Tudor, William V. Wheeler, J. L. Spencer, C. W. Scheurer and J. H. Walker. Director S$. K. Seymour, Jr., 


is not shown 


Texas Convention 


Fo THEIR 58th annual conven- 


tion, members of the Texas 
Hardware and Implement Associa- 
tion initiated the new Statler-Hil- 
ton in Dallas with 1,200 registra- 
tions on Sunday, January 29, be- 
fore activities were actually under 
way and by the end of the final 
session on February 1 registrations 
reached the all-time record total of 
2,200. This is more than twice the 
retail membership of 1,050. 

Although the newly - opened 
hotel was a major attraction for 
delegates, who braved inclement 
weather, business and entertain- 
ment features of the program had 
been widely publicized; and the 
usual companion merchandising 
show, with special inducements for 
retailers to buy, filled the hotel’s 
grand ballroom with the products 
of 84 manufacturers. 

After delegates were briefly 
welcomed by C. T. (Choc) Ellis, 
president of the Dallas Hardware 
and Implement club and sales man- 
ager for The Schoellkopf Co., 
wholesaler, President R. H. Lindop 
of the retail association, a Dallas 
retailer, noted that surveys reveal- 
ing unusual business stability in 
the retail hardware field have 
usually “led to the conclusion that 
a major share of this dealer 
strength comes from the strong, in- 
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tegrated wholesale supply organi- 
zations that stand behind it. Health 
of the wholesale trade is still vital 
to retailing.” 

Complimenting Texas whole- 
salers on their various housewares 
sales clinics, Lindop commented 
that in competitive situations such 
as now exist, “There is always 
present a group of self-appointed 
experts to tell us what must be 
done, . . . and quite a few have 
been outspoken in warning that the 
independent store should change 
its ways and pattern itself after the 
chains, 

“But let’s take it easy—what 
these people overlook is that the 
stability of the independent store 
over the years is based on the fact 
that hardware stores are different. 

“So before we try to change our 
stores too radicilly, let’s test all 
these ideas gradually. Keep those 
that work and promptly discard 
those that are for other types of 
stores.” 


New Officers 


In the annual election later in 
the convention, Lindop moved 
over to membership in the board 
of directors, being succeeded in the 
presidency by Frank Halla of El 
Paso while Rex Payne, second vice- 
president, of Center, was advanced 


to first vice-president. The new 
second vice-president is B. O. 
(Barney) Goldthorn of Alice. 

One new director was elected. 
He is Willis Champion of Ray- 
mondville, and all other directors, 
with one exception, were re- 
elected. They are Porter Hender- 
son of San Angelo, C. W. Scheurer 
of Sherman, S. K. Seymour, Jr., of 
Columbus, J. L. Spencer of San 
Antonio, Dan H. Tudor of Temple, 
J. W. Walker of Beaumont and 
William V. Wheeler of Albany. 
The exception is C. A. Washmon of 
Harlingen who, however, con- 
tinues as Texas director for 
NRFEA. He is also a vice-president 
in the national organization. 

During the convention the exec- 
utive and advisory committees of 
the Texas Hardware Boosters Club 
held their mid-winter business 
meeting, heard reports of commit- 
tee chairmen and officers and dis- 
cussed entertainment, which is 
traditionally sponsored by Boost- 
ers, for the 1956 convention of the 
Texas Wholesale Hardware As- 
sociation. This convention is sched- 
uled on June 14, 15 and 16 at the 
Statler-Hilton in Dallas. Boosters 
also selected candidates for the ad- 
visory board, to be announced later 
and voted upon by the member- 
ship. 
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30% THINNER 


“A 





MZ TWICE AS STRONG 


| 


CLEAN, SHARP BOX JOINT ADJUSTABLE TO 
TEETH 4 POSITIONS UP TO I~” CAPACITY 





EXTRA THIN—ONLY 14” 


FLUSH RIVET AT THICKEST POINT 
NO PROJECTIONS 
NON-SLIP CHECKERNUT 


KNURLING 


Crescent’s No. P210 Utility Plier 
is completely new ... revolution- 
ary! It’s not a “slip-joint” plier 
and not to be confused with 
conventional lap-joint “pump” 
pliers. Its dowble-strong box joint 
design is absolutely unique and 
assures a powerful grip like thac 
of a pipe wrench without side- 
ways twist or strain. It will grip 
flat, square, hex or round objects 
with powerful leverage. 


QUICK, POSITIVE 
ADJUSTMENT 


This cut-away view shows 
joint construction with 
its extra generous bear- 
ing surface at the arrow 
point. Adjustment is 
made by simply “walk- 
ing” the rivet recess over 
the bearing point witha 
umping action of the 

andles. Easy, positive, capable of 
heavy loads. 


Sint pias Oveseih longitt 90s tashen CRESCENT TOOLS 
Order from your jobber. $ , Cive Wings lo Work 


Crescent is ovr trode-mark, registered in the United Stotes and abrood, for wrenches ond other tools. Sold by leoding distributors ond retoilers everywhere and mode only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
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Sixty members of the Texas 
Wholesale Hardware Association 
attended a breakfast, followed by a 
brief, executive business meeting, 
at which were discussed, the “Re- 
tail Sales Training Program” for 
hardware sales personnel, sched- 
uled for this year, and the “Hard- 
ware Management Institute,” in 
March at the University of Hous- 
ton. Also, the wholesalers’ program 
committee considered plans for the 
summer convention. 

Following this meeting the 
wholesalers, led by their president, 
Joe F. Wood, who is vice-president 
and general sales manager for the 
Corpus Christi Hardware Co., 
joined retailers in their opening 
business session, at which time 
Wood appeared as a featured 
speaker. 

With the subject, “Let’s Be 
Partners,” Wood advocated better 
relations between retailers and 
wholesalers and suggested the 
means to this end. 

Frank W. Lovejoy, sales and 
marketing consultant for Socony- 
Mobil Oil Co., declared to the con- 
vention that a lot of nervous dis- 
orders among business men and 
merchants result from the fact “we 
take ourselves too damn seriously.” 
He said when he retires he will be- 
come a retail hardware dealer and 
will do everything in his power to 
make the public believe he is there 
to serve. 

Some Lovejoyisms: “Deal with 
the public as you'd like to be dealt 
with.” “Reputation is what the 
other fellow thinks you are.” “If 
you think you are going to elimi- 
nate competition by cutting prices 
you are cockeyed.” “People buy 
from whom they like, not what 
they like.” “It’s what people think 
is so, not what is so.’ 

H. H. Bloom, from Racine, Wis., 
president of Massey-Harris-Fergu- 
son, Inc., and chairman of the 
executive committee, Farm Equip- 
ment Institute, said at one point in 
his address that “at this time when 
there are politics in the air, we 
hear a lot about the farm problem 
and many words are spoken and 
printed about the plight of the 
farmer. But with these facts, I'll 
leave it to you to determine 
whether what you may read in the 
papers is all fact.” 

He had just finished recounting 
statistics such as: “Despite an 8 
percent decline in total farms, 1950 
to 1955, farms with annual income 
in excess of $10,000 from the sale 
of farm products actually increased 
by 14 percent for the same period. 
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Southern States to Transfer 
General Offices to Atlanta 


Pau H. Fox, president, South- 
ern States Iron Roofing Co., Savan- 
nah, Ga., has announced the unani- 
mous decision of the board of di- 
rectors to relocate the company’s 
general office in Atlanta, Ga., ef- 
fective April 1. 

Southern States, one of the 
South’s largest distributors of in- 
dustrial metals and building ma- 
terials began operations in Savan- 
nah in 1914. Since that date, 
SSIRCO has extended its opera- 
tions to include plants in nine 
major southern cities. The company 
has operations in Louisville, Nash- 
ville, Memphis, Atlanta, Birming- 
ham, Richmond, Raleigh, Savan- 
nah and Miami. 

The decision to relocate the gen- 
eral offices of the company resulted 
from an extensive survey of the 


company’s operations. Since five of 
the nine company plants are lo- 
cated west of Savannah, it was 
determined that the logical location 
for the general offices would be At- 
lanta. 

“The excellent transportation 
facilities available in Atlanta will 
enable our supervisory personnel 
to reach our operations from Miami 
to Richmond, Savannah to Mem- 
phis within a two-hour period, 
thereby effecting economies by re- 
duced travel time as well as 
economies that will be effected by 
reduced travel expense,” Fox 
stated. 

The new general offices will be 
established in the sixth floor of the 
Life Insurance Co. of Georgia 
Bldg., 573 West Peachtree St., N. 
E., according to the announcement. 





“Off-the-farm income per farm 
averaged over $1,000 last year” 
and “income per farmer is 11 per- 
cent more than in 1950. 

“Is the farmer too badly off? 
Ask him. . . . He’ll tell you that his 
standard of living is higher, tat 
seven out of ten farmers have no 
mortgage debt, that farm real 
estate values are continuing to 
rise.” 

In his annual report to the as- 
sociation, Ray M. Souder, executive 
director, announced that the 
wholesaler - sponsored hardware 
management institute will be sup- 
plemented by a management clinic 
for implement dealers in April in 
Dallas. 

Souder said a recent association 
survey developed the fact that 85 
percent of all hardware and imple- 
ment dealers replying have a satis- 
factory connection for financing 
time sales. 

Following his selection in the 
final business session, President 
Halla addressed the convention, de- 
claring: 

“IT am no prophet or seer. Pro- 
phetically speaking, however, I do 
feel deeply that if retail hardware 
and implement dealers operate 
with profit and success in 1956, 
they must have at their command 
all the facts about their businesses, 
they must recognize these facts and 
they must act upon them. 


A “Hardware Industry Lunch- 
eon,” sponsored by the Texas 
Wholesale Hardware Association, 
drew an attendance of 310 men and 
women of the industry to hear an 
address entitled, “An Inspired In- 
dustry,” by Bruce Burgess, mer- 
chandising manager for the Union 
Fork and Hoe Co. 

In the second business session, 
after hearing the address of H. H. 
Bloom, hardware dealers heard an 
address, “Let’s Have Competition 
—But Clean,” by William G. 
Mashaw, director of trade relations 
for the national association. At the 
same time farm equipment dealers 
heard Paul Mulliken, executive di- 
rector of NRFEA, in an address 
“Shooting Straight.” Mulliken 
substituted for the ailing H. E. 
Breen, president of NRFEA, of 
Fairmount, Minn. Other speakers 
were Dr. Kenneth McFarland of 
Topeka, Kansas, and Alex Dreier, 
commentator and news analyst, 
from Chicago. 

Entertainment in some form for 
dealers was supplied during the 
convention by branch houses of 
farm equipment manufacturers, in- 
cluding Allis-Chalmers, J. I. Case, 
John Deere, Ford, International 
Harvester, Massey-Harris, Minne- 
apolis-Moline and Oliver. 

The 1957 convention is sched- 
uled at the Shamrock hotel in 
Houston, Jan. 28-30. 
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YALE 


SPECIAL FOR 
HARDWARE 


WEEK 


DEALER RETAIL 
COST PRICE 





514.67 $22.80 





15.92 23.88 








1,93 11.90 
274 FREE 6.00 














*38.52 *64.58 
YOUR PROFIT..?26.06 


Every item of this high-profit deal bears the 


famous name Yale ... is bound to sell fast. So 


get your orders in now! 


YALE & TOWNE Bm 
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AIM 


Store Displays. Each type of dis- 
play item from ticket holders to com- 
plete display units is fully illustrated 
and described in a new catalog. The 
catalog contains much information on 
display assembly and modern store 
engineering. Reeve Co., 9249 East 
Bermudez St., Rivera, Calif. 

Circle No. 15 on coupon, pg. 72 


Home Locks. New “color-accent” 
locks are introduced in a full-color, 
12-page “Lock Fashions” brochure. 
The brochure shows the open-back 
Continental and Manhattan designs, 
and illustrates possible background 
paint colors, fabrics and wallpapers. 
Locks for every purpose throughout 
the home are shown and proper selec- 
tion and placement are fully covered, 
along with helpful hints on lock 
stylings and finishes. Schlage Lock 
Co., 2201 Bayshore Blvd., San Fran- 
cisco, Calif. 

Circle No. 16 on coupon, pg. 72 


Carriages and Strollers. The new 
1956 Carriage and Stroller Catalog is 
offered to the trade. Specific models 
of the juvenile products line are il- 
lustrated and features are described 
clearly and concisely. One page is de- 
voted to sales aids offered by the 
company. The catalog is in color. O. 
W. Siebert Co., Gardner, Mass. 

Circle No. 17 on coupon, pg. 72 


Nails. A new pocket nail catalog 
listing “over 10,000 types and sizes of 
nails” is available. Nine kinds of 
finishes, eight kinds of shanks and 
points, and 23 different kinds of heads 
are shown in the catalog. Nail pack- 
aging includes the 100-pound fibre 
container and smaller fibre boxes in 
5-, 10-, and 25-pound sizes; nails also 
are packaged in ™“- and 1-pound 
cartons. Continental Steel Corp.. 
Kokomo, Ind. 

Circle No. 18 on coupon, pg. 72 


1956 Tackle Lineup. A compre- 
hensive presentation of the complete 
line of Shakespeare tackle for 1956 
appears in the new catalog which 
supplants the 1956 illustrated price 
list. A full-color cover features the 
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new store spin reel demonstrator and 
the back cover pictures in accurate 
detail the color styling and trim 
which is being used on the different 
price ranges of glass fiber Wonderods 
for 1956. The inside 40 pages are 
printed in green, black, gray and 
white with feature pages on some of 
the company’s newest tackle items. In 
addition to the lineup of rods, reels, 
and lines for every kind of fishing, a 
section is devoted to miscellaneous 
service items and supplies. Shake- 
speare Co., Kalamazoo, Mich. 
Circle No. 19 on coupon, pg. 72 


Window Glass. A 12-page catalog 
entitled “Sales Aids for 1955-56” is 
offered. The catalog illustrates and 
briefly describes the various mer- 
chandising helps for dealers. Libbey- 
Owens-Ford Glass Co., 603 Madison 
Ave., Toledo 3, Ohio. 

Circle No. 20 on coupon, pg. 72 


Gasoline Engine Tools. A 63-page 
catalog, describing and illustrating 
the company’s complete line of port- 
able gasoline engine tools, is avail- 
able upon request. Data and full de- 
tails are given on the “MG” chain 
saws, generators, land clearance saws, 
etc. Also, information on electric and 
pneumatic chain saws is included in 
the catalog Number 32. Mall Tool Co., 
7725 South Chicago Ave., Chicago 19, 
Til. 

Circle No. 21 on coupon, pg. 72 


Sprayers and Dusters. Available on 
request is a catalog covering the 
company’s complete line of hand, 
continuous, compressed air knapsack, 
bucket, wheelbarrow and barrel 
sprayers. The catalog also covers hand 
and crank powder insecticide dusters. 
A circular on the Indian Fire Pump, 
a portable, back-pack type fire ex- 
tinguisher, is offered also. D. B. Smith 
& Co., 428 Main St., Utica, N. Y. 

Circle No. 22 on coupon, pg. 72 


Aluminum Reflective Insulation. A 
4-page, 8% x 11-inch, 3-colored bro- 
chure has been issued to describe the 
advantages of Reynolds Aluminum 


Available free to readers. Circle the numbers of 
items wanted on the return post card, page 72 


Reflective Insulation — paper cov- 
ered with aluminum foil on one side 
(Type B) or both sides (Type C). Ap- 
plication instructions are included in 
the brochure plus facts concerning 
the economy of the product and 
where it can be used best. Request 
Form BP 315 F. Reynolds Metals Co., 
2500 So. Third St., Louisville, Ky. 
Circle No. 23 on coupon, pg. 72 


Garden Hose. Catalog sheets give 
full information on Biltrite 10-star, 
8-star and 5-star Garden Hose, as well 
as Biltrite Triple - Tube Flexible 
Sprinklers. The sheets are in color 
and well-illustrated. American Bilt- 
rite Rubber Co., Inc., 22 Willow St., 
Chelsea 50, Mass. 

Circle No. 24 on coupon, pg. 72 


Tapes and Tape Rules. Colorful cat- 
alog pages cover the company’s com- 
plete line of hardware items which 
includes all types of steel measuring 
tapes and tape rules from 3- to 100- 
feet, and augmented by woven tapes, 
plumb bobs and hand levels. The 
pages are illustrated and give out- 
standing features of each item, plus 
packaging information, weight, prices, 
etc. Keuffel & Esser Co., Adams and 
Third Sts., Hoboken, N. J. 

Circle No. 25 on coupon, pg. 72 


Toys and Croquet Sets. Doll car- 
riages, strollers, juvenile furniture, 
and croquet sets are illustrated and 
described in “South Bend Toys,” a 
16-page catalog. “Announcing 1956 
Croguet” is a new illustrated bro- 
chure which describes the special 
features of 13 models of Croquet Sets. 
South Bend Toy Manufacturing Co., 
South Bend, Ind. 

Circle No. 26 on coupon, pg. 72 


Mower Service. “Here’s How To 
Make Business In Your Clinton Serv- 
ice-Center BOOM!” is a 24-page book- 
let that explains and illustrates 24 
successful steps that lead to increased 
sales. The booklet puts the store own- 
er in the shoes of his customer dur- 
ing a 30-minute step by step tour of 

(Continued on page 50) 
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é MAIL TODAY 
Hottest line since Royal International Corp., St. Petersburg, Florida 


OK, ship me special sample order FREIGHT 


the Power Mower! PREPAID—one of each—total cost. $134.90. 





Satisfaction Guaranteed 


Now Lawn Edgers 


TO OPERATE—EASY TO SELL 


Hand “tittle Jewel”. Not a toy... weighs 20 Ibs. Guaranteed to cut RETAILS 
any grass. Self sharpening cutter wheel works forward or reverse. $19 95 
Heavy rubber tire wheel does the work. Lasts a lifetime. 


Electric “Little Queen” Simple to operate. One hand control does it. 
G. E. Motor with overload switch. 8 in. ball bearing front wheel. 3 in. RETAILS 
casters on back. Strong cast frame. Chrome handle, yellow enamel $69 95 
finish. 

Gas “tittle King”. Lightweight, easy to handle, one single control. 2 HP 
engine. Automatic rewind and governor. 8 in. ball bearing front RETAILS 
wheel. 3 in. casters on back. Strong cast frame. Chrome handle. $89 95 
Red enamel finish. 





a 


SPECIAL OFFER 
TO DEALERS 


We will ship you o sample order 
—1 of each model—and PREPAY 
FREIGHT. Total cost of all 3— 
$134.90. 


ATTENTION 
DISTRIBUTORS 


a Quality Merchandise you'll be proud to sell 


‘(J ROYAL INTERNATIONAL CORP. 


ST. PETERSBURG, FLORIDA 


SOUTHERN HARDWARE for MARCH, 1956 





ih i—ok ©) —s oe —i—t-h—lek al 


ON SALES WHEN YOU STOCK 


the soale with the OFT BD 


Health-o-Meter Model 117 


...the brightest star in your ‘55 line 


When you display the Model 117 
bath scale with the ‘‘Li/t’’—see 
how your Fall sales really start to 
shine. That’s because customers’ 
eyes are first caught by its compact, 
streamlined silhouette—attracted 
by its convenient built-in handle 
that lets them lift it lightly when- 
ever the Model 117 must be moved. 


Easy-reading magnifying lens with 
full 260-pound capacity dial, makes 
their weight-watching simple and 
sure with Health-O- Meter. 

You'll find shoppers are really 
going for this new, finer bath scale 
—competitively priced to put 
profits in your till. Order direct, or 
through your jobber today. 


Scales’ enamel finished colors blend with any 
bathroom motif: white, green, blue, yellow, rose and black. 
Health-o-Meter Bath Scales are priced from $6.95 to $39.45. 


Health-o-Meter S 


. . . America’s Weight-Watcher Since 1919 


111 Model 


Model 


161 Model 87 


Health-o-Meter pre-sells your customers with National 
Advertising in Good Housekeeping + Better Homes & Gardens 


CONTINENTAL SCALE CORPORATION © 5701 Claremont Avenue © Chicago 36, Illinois 
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the business. Customer relations, 
special demonstrations, open houses 
and other promotion plans are dis- 
cussed and illustrated. Also included 
are examples of classified ads, sug- 
gestions on giveaway literature and 
direct mail pieces, and examples of 
window displays and product booth 
displays at local fairs. Clinton Ma- 
chine Co., Maquoketa, Iowa and 
Clinton, Mich. 
Circle No. 27 on coupon, pg. 72 


Hand Tools. Described as a guide, 
ready reference and sales builder, the 
1956 Vaco Catalog contains 40 multi- 
colored pages, is 8% x 11 inches, 
Kalamazoo punched for convenient 
binding into any holder, and has an 
8-color cover of heavy coated stock 
to withstand continuous usage. Illus- 
trations and diagrams supplement the 
practical information given on screw- 
drivers, nut drivers, pliers, wood chis- 
els, etc. An entire 6-page section is 
devoted to the Vari-board merchan- 
dising displays. Vaco Products Co., 
317 E. Ontario St., Chicago 11, Il. 

Circle No. 28 on coupon, pg. 72 


Fishing Tackle. The colorful 1956 
Trade Catalog presents a number of 
new items in every category in the 
South Bend fishing tackle line. In 
addition to new items such as two 
Hollow Glass Casting-Spinning Rods, 
gift assortments receive special at- 
tention. Also, one page is devoted to 
illustrations and descriptions of the 
free sales aids offered by the com- 
pany. An alphabetical index is placed 
at the front of the catalog while a 
general index by style numbers ap- 
pears at the back. South Bend Tackle 
Co., Inc., 1108 South High St., South 
Bend 23, Ind. 

Circle No. 29 on coupon, pg. 72 


Water Heaters. Five specification 
sheets, in color, feature electric and 
gas water heaters. These contain il- 
lustrated descriptive material, includ- 
ing detailed roughing-in dimensions. 
W. L. Jackson Manufacturing Co., 
Inc., 1216 E. 40th St., Chattanooga, 
Tenn. 

Circle No. 30 on coupon, pg. 72 


Door Hardware. A booklet illustrat- 
ing door hardware items contains 
compact technical information and 
provides answers to customers “most 
asked” questions. The 12-page book- 
let, #A-91 Lumberman’s Catalog, is 
in color. Richards-Wilcox Manufac- 
turing Co., Aurora, Il. 

Circle No. 31 on coupon, pg. 72 


(Continued on page 54) 
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Bring Your Cleaning Supplies Into 
I Attractive, Profitable Selling Center with 
OXCO’S new BRUSH ASSORTMENTS 


MAL a 
2 fre 


specifications 


No. 
ASSORTMENT 


One dozen each of 25 different Oxco 
brush styles, with No. 15 display 
fixture, 25 hangers and top sign 
Many new numbers—many with 
Oxco’s stylish new Styrene handle in 
high fashion pink, blue or yellow 
Wide range of styles, from kitchen to 
bath brushes. Wide range of prices, 
from 29c to $1.49. All brushes labeled 
and pre-priced. Total retail value of 
Assortment, including display 
$201.64. 


No. 15 Display Fixture—Strong \4 

peg-board panel; solid %" lacquered 

hardwood molding; sturdy 17%" deep 

hardwood “‘A”’ frame 59%" wide x 26 

high. 25 hanging hooks and colorful top 
; sign included 


No. (assortment 
CLEANING 


SUPPLIES 


One dozen each of 12 different Oxco brush styles, with No. 9 
display fixture, 12 hangers and top sign. Many numbers with 
Oxco’s new Styrene handle in pink, blue or yellow. All fast 
selling, ranging from 29c to $1.49. All brushes labeled and pre- 
priced. Total retail value of Assortment, including display 
$77.76. 
No. 9 Display Fixture — Similar in 
construction to No. 15 fixture (above). 
Measures approx. 30” wide x 26" high 
12 hanging hooks and colorful top sign 
included. 


Designed to match modern store equipment, either Assortment 
is ideal as the selling center for a complete Cleaning Supplies 
Department. Back of fixture suitable for displaying other 
products. Other brushes can be binned in front or back. Display 
is adaptable for island, gondola, wall or column use. Both 
Assortments designed to NRHA specifications. Send for illus- 
trated folder—"‘How to Merchandise Cleaning Supplies for 
greater Profit."’ Write Sales Dept., Ox Fibre Brush Company, Inc., 


Frederick, Maryland. 
donot rusp : 
Le Baore 4 fy Un slr 
LAA r/ C choice of brushes. Contact your Jobber for details 








© Brushes in 


No. 25 and No. 12 
Assortments 


ALL BRUSHES PACKED 1 DOZEN TO CARTON 
Brushes in No. 12 Assortment marked with 


PASTRY 
Topper” 


Filling white DuPont 
Tynex nylon; Handle: Asst 
red and yellow; Overall 
5%". % Ib. per doz 


PASTRY 
No. 175-H 


Filling: sterilized white 
horsehair; Handle: Asst 


pink and yellow; Overall 
8%". % Ib. per doz 


BOWL 
No. 320-H 


Filling: white 

tampico fibre; 

Handle: Asst. pink and yel- 
low; Overall: 17%". 4 Ibs 
per doz 


WHISK 


sy 
Red Breast} 


Filling: palmetto fibre; 
Handle: wire wrapped; 
metal cap; Overall: 7%". 
3% Ibs. per doz. 


VENETIAN 
BLIND 


No. 213-H 


Filling: sterilized grey 
horsehair; Handle: Asst. 
pink and yellow: Overall: 
16% ". 344 Ibs. per doz. 


7 


VEGETABLE 
No. 160-H 


Filling: white tampico fi- 
bre; Handle: Asst. pink 
and yellow; Overall: 8%" 
1%4 lbs. per doz 


PERCOLATOR 
No. 659-H 


Filling white DuPont 
Tynex nylon; Handle: Asst 
pink and yellow; Overall 
12%". % Ib. per doz 


%. ‘DISH MOP 


* No. 828-H 
ae 


Filling: DuPont sponge 
yarn; Handle: Asst. pink 
and yellow; Overall: 13 
1% lbs per doz 


VEGETABLE 
No. 634-H 


Filling: white DuPont 
Tynex nylon; Handle: Asst 
pink and yellow; Overall 
8%". 1 lb. per doz 


™ BATH 
= 


No. 9604- 


9605 


Filling: asst. pink and blue 
Saran; Wood block; Re- 
movable wood handle; 
Overall: 17 ".8 4 lbs. per doz 


WAFFLE 
IRON 


“Ne 


» 


Filling: steel wire bristles; 
Handle: Asst. pink and 
yellow; Overall: 7%". ‘s 
lb. per doz 


®. VEGETABLE 
“SAA No. 165-H 


No. 549-H 


® 


Filling: asst. pink 
yellow; Handle: Asst 
and yellow; Overall 
1% Ib. per doz 


SCOURING 
No. 1221-H 


and 
pink 
8% 


Filling: brass 

wire bristles; Handle: Asst 
pink and yellow; Overall 
7% ". 1%lbs. per doz 


a DUSTER 
a 


~ 


No. 9463 


Filling: asst. red, green, 
blue; Handle: lacquered 
wood block; Overall: 12” 
5 Ibs. per doz 


BOWL 
No. 617-H 


— 
Nc 


Filling: white DuPont 
Tynex nylon; Handle: Asst. 
pink and yellow; Overn// 
17". 3 Ibs. per doz 


—O) SUEDE 
f Flick 


eS . 


~~ 
Filling: fine brass wire 
bristles; Block: Asst. coral 
and yellow; Overall: 2". % 
Ib. per doz 


BOTTLE 
No. 210-H 


© 


Filling: asst. pink and blue 
nylon; Handle: Asst. pink 
and blue; Overall: 12% 
1 lb. per doz 


KITCHEN 

Kleen-it 
Filling: white tampico 
brass wire; Handle: lac- 
quered wood—red tip; 
Overall: 6%". 2 Ibs. per 
doz 


~ 


yy SINK 
No. 863-H 


‘ 
a °e,, 
»S/ 
7 


Filling: white tampico fi- 
bre; Handle: Asst. pink 
and yellow; Overall: 8'4" 
2 lbs. per doz 


BOWL 
No. 425-H 


Filling: asst. pink 

and yellow; Handle: Asst 
pink and yellow; Overall 
17% *. 3% lbs. per doz 


"Corded 


PERCOLATOR 


No. 907-H ” 


Filling: white bristles; Han- 


* dle: Asst. pink and yellow; 


1234". 3% lb. 


Overall 


doz 


per 


DISH MOP 
No. 25-H 


Filling: white cotton 
yarn; Handle: Asst. pink 
and yellow; Overall: 13% " 
1'¢ Ibs. per doz 


BOTTLE 
No. 652-H 


» 


Filling: white DuPont 
Tynex nylon; Handle: 
Asst. pink and blue; Over- 
all: 13%". 1 Ib. per doz 


PASTRY 
No. 635-H 


\f 


Filling: white DuPont 
Tynex nylon; Handle: Asst 
pink and yellow; Overall 
8%". % Ib. per doz 


‘RADIATOR 


~ No. 303-H 


Filling: sterilized black 
horsehair; Handle: Asst. 
pink and yellow; Overall: 
21”. 3 Ibs. per doz 


**individual printed wrapper 
Printed metollic paper shield 


x= O 


Ox 


FREE 


H COMPANY, 


PHA CL $A¢F MARYLANE 


FIBRE BRUS 


INC. 


NOTE: All brushes also available as Open Stock Printed in USA 





* DURALL 


make your screen sales [itre-t-tae 
SCREEN YoUR WINDOWS 
for you 


New Tension Screen Self-Service Counter 
starts sales and makes ‘em right here. \ 


A 





Now you can feature Durall Tension Screens “up front”... 
catch the impulse buyers...and service your customers bet- 
ter with this complete stock-display unit. Never before has 
so much merchandising of tension screens been packed into 
so little space. 








NEW SELF-SERVICE DISPLAY 
5/2 ft. high, 1V2 ft. wide, 22 ft. deep. Takes 
less than 4 sq. ft. Refill from open stock. 


Sparkling green and yellow printing on heavy 
white corrugated. Sturdy construction...made 
to last all season. 





WHY DURALLS ARE THE BIG-SELLING TENSION SCREENS 


1. EFFICIENT, ECONOMICAL, EASY to _— keep clean, stack neater, store in little 
use. Go up and down from inside. Never space, Also prevents damage and makes 
need painting, never streak woodwork. them easy to inventory. 


4. ESTABLISHED PRICES, profitable mark- 


up...reputable manufacturer assures es- 
.--Multi-Strand edges on all sizes fit tight tablished market through years of brand 


to wiedow. name merchandising and millions of trouble- 
3. PACKED IN INDIVIDUAL CARTONS to free installations. 


Be sure to get the best results from your 
screen market. Ask your jobber or write 
today to... 


DURALL 


PRODUCTS COMPANY 
Sixth Ave., York, Penna, 


ae 
: 

3 
4 








The right seine twine for your needs can be found in the 
complete line of twines made by The Linen Thread Co., Inc. 


There’s GOLD MEDAL COTTON SEINE 
TWINE, long a favorite, still the old reliable, bought 
by the majority of fishermen. 


GOLD MEDAL NYLON FILAMENT SEINE 
TWINE, long-lasting and rot-resistant, is winning 
new friends every day. 

NYAK SEINE TWINE, a blend of synthetic fibers, 
is a truly dependable twine for many purposes. It’s 
economical too! 


Take your pick. You can be sure you are getting the best. 


yl Medal 


QUALITY SEINE TWINES 


THE LINEN THREAD CO., INC. + 418 Grand Street, Paterson 1, N. J. 


60 East 42nd St., New York 17, N.Y. «© 140 Federal St., Boston 10, Mass. 
Lombard & Calvert Sts., Balt. 3, Md. « 105 Maplewood Ave., Gloucester, Mass. 
158 W. Hubberd St., Chi. 10, Ill. « 116 New Montgomery St., San Fran. 4, Cal. 
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Fishing Equipment. Weber’s 1956 
68-page catalog No. 32 contains 82 
new items in addition to the variety 
of fishing tackle regularly listed. The 
new offerings are separately indexed 
for quick appraisal. Foremost among 
them is the complete line of Weber 
Dylite plastic poppers, illustrated in 
full natural colors on a four-page 
lithographed insert. The four-color 
lithographed cover features the new 
three-tier revolving display rack. The 
free Moviegram fly casting instruc- 
tion booklets in a counter display are 
available to dealers every year and 
are illustrated and described in the 
catalog. The Weber Lifelike Fly Co., 
Stevens Point, Wis. 

Circle No. 32 on coupon, pg. 72 


Clamps. Much text material on se- 
lection, care and use of Jorgensen and 
Pony Clamps in addition to regular 
catalog material appears in a 32- 
page catalog. The catalog is in color 
and covers “C” clamps, clamp fix- 
tures, bar clamps, handscrews, press 
screws, etc. Condensed catalogs and 
pages for house and salesmen’s use 
are also available. Adjustable Clamp 
Co., 437 No. Ashland Ave., Chicago 
22, Til. 

Circle No. 33 on coupon, pg. 72 


Rotary and Reel Mowers. A 2- 
color enclosure which folds to 3% x 7 
inches covers the full line of Mow- 
Master rotary and Mowamatic reel 
type power mowers. This is available 
from distributors as Form P-23A. A 
4-page catalog sheet covers the full 
line of mowers, is in three colors, 
and includes detailed specifications 
and weights for each model. Form P- 
25. Propulsion Engine Corp., 311 
Marion Ave., South Milwaukee, Wis. 

Circle No. 34 on coupon, pg. 72 


Sporting Goods. The 1956 D & M 
Spring and Summer catalog features 
38 pages of baseball, softball, tennis 
and badminton equipment. It also 
contains a number of photographs 
showing the manufacture and use of 
athletic equipment. Four full pages of 
youth baseball equipment includes of- 
ficial “Little League,” “Pony,” and 
“Babe Ruth League” baseballs. Copy 
of the catalog and dealer confidential 
price list may be obtained from the 
company. Draper-Maynard Co., 4861 
Spring Grove Ave., Cincinnati 32, 
Ohio. 

Circle No. 35 on coupon, pg. 72 
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Wrought Steel Butts Cat. #220 


“Let’s handle 


GRIF 


a full line—wroucuT 


rr 


_— 


STEEL BUTTS and 
SHELF HARDWARE 


You’ll find your fellow 
dealers saying, ““We like to 
handle the Griffin line.” 


Buy in any selections you 
want—in any item in shelf 
hardware...mending plates, 
flat corners, corner braces, 
strap hinges and T hinges 
(light or heavy), safety 
hasps, shelf brackets, or 
what have you. 


SOUTHERN HARDWARE for MARCH, 1956 


| MANUFACTURING CO. 


all year round... 


more and more dealers 


are saying: 


“A good line of hinges to handle”’ .. . that’s 
the trade’s way of saying, ““We like to sell 
Griffin products” . . . “Griffin gives good 
service ... they back up their product .. . 
they never have and never will cut their 
quality . . . our wholesaler-supplier likes 
everything about the firm’s policy . . . and, 
our customers like the product.” 

Display them and you'll sell them—Griffin 
Hinges ... order by the carton... in any 
selections your customers want. 


NEW VISIPAKS — Order by 
the carton of individual VisiPak 
carded items. 


GRIFFIN’ 


“since 1899” 


ERIE, PA. 
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SV ises have 


“that extra something” 


B&C Vises have that “extra something" that make them first 
choice with the handyman. Professional in design yet priced 
to attract the "do-it-yourselfer". B&C's diversified line of Low 
Cost vises provides you with definite increased sales poten- 
tails ... because you can always satisfy your customer's need. 
Put these vises to work for you! You, too, will enjoy the ex- 


cellent sales records of B&C dealers. 


B&C BENCH VISE 


Particularly suited for light holding operations. Attrac- 

tively priced for volume sales. Two sizes. No. 150 has a 

cast in pipe jaw. Jaws and bodies cast grey iron, milled 

and ground for proper fit and appearance. Finished in 

green baked-on enamel. Individually boxed. Patented. 
Width Jaws and Opening 


No. 149 | ™" ™" 
No. 150 2%" 2¥2"" 





B&C SWIVEL BENCH VISE 


Designed to afford different positions quickly and 
easily. Low in cost. The Vise Body and Jaw are of 
grey iron properly machined to insure ease of operation 
and long service. Finished in black and red baked-on 
enamel. Individually boxed. 


No. 153 Width of Jaws and Opening 2/2" 


B&C WOODWORKER'S VISE 


A medium size vise, perfect for the home work- 
shop, farm, small shop and garage. Attractively 
priced. Gray iron jaws with cold rolled steel guides. 
The screw is 5/8" dia. with acme threads for rapid 
adjustment, ease of operation and long service. 
Jaws have holes for attaching wood inserts if de- 
sired. Finished in green baked-on enamel. Individu- 
ally boxed. 
No. 176 Width of jaws 6Ya"" Depth of Jaws 31/2" 
Opens 4¥2"" 


B&C SAWHORSE VISE 


A low-priced professional type vise that appeals to the 
home craftsman, Holds work in horizontal or vertical po- 
sition. Jaws are Gray iron and finished in green enamel. 
Mainscrew is 5/8" dia. with Acme thread. Clamps to any- 
thing up to 2". 

No. 175 Width of Jaws 5%4"' x 5°’ Jaws opening 4"' 
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rHe BRINK « COTTON wu: 


43 Poland 


Your Jobber has 
the detoils .... 
SEE HIM TODAY! 


Street + Bridgeport 5, Conn 


Manufacturers of Clamps, Vises, Hand Tools for Production, Maintenance, Service Since 1925 








DEALER FORUM 











(Continued from page 10) 


with some success. Experience has 
taught me that using only my tele- 
phone number, -with the store 
name, brings the best results. 
Readers of classified advertise- 
ments are curious. They are bar- 
gain hunters. I use the classified 
ads for specific items, with prices 
Tools offer fine opportunities, 
especially the name brands. Small 
appliances are also good— irons, 
toasters, small electrical tools. 

“T also get good results from the 
circular put out by one of my 
wholesalers, a large, four-page 
spread filled with three-color pic- 
tures of housewares and popular 
hardware items. The coupon that 
must be returned for one of the 
items comes in often enough for 
me to know that rural boxholders 
respond. The circulars cost me a- 
cent-and-a-half each, which in- 
cludes the printing in of my name. 
Some are addressed to my mailing 
list, others distributed by hand to 
rural boxholders. They go out two 
or three times a year. 

“I believe in advertising, and 
would do more of it if I could 
achieve well-written, small ad- 
vertisements. I cannot do this my- 
self, and I seldom like the copy 
supplied by the advertising depart- 
ment of the newspaper. I know 
that an advertising agency could 
give me what I want, but I cannot 
afford the service—or think I 
cannot afford it. 

“Maybe my hesitancy only 
proves that I’m like most small 
hardware dealers — behind the 
times with my merchandising and 
selling. We're letting the chains 
and the mail order houses get 
ahead of us. Back of our lack, I 
feel, is our failure, as dealers, to 
cling together for the common 
good. We need some good leaders 
to bring us together and hold us as 
a strong unit with one big objec- 
tive—to work for ourselves by 
working for the common good of 
our united group.” 


* 


K. F. McLaughlin 
McLaughlin Hardware Stores 
San Antonio, Texas 


“THE ADVERTISING problem for 
the shopping center hardware 
(Continued on page 58) 
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Now All ACCO Shelf Chains 


are in New-Style Boxes! 


colored packages is given here; your Acco dis- 
tributor will gladly furnish you with a complete 


e Here’s good news for all hardware dealers: acco 
has adopted a brightly-colored, new package de- 
sign for all AMERICAN CHAIN packaged items! 

These attractive blue-and-gold packages make 
it easy for you and your salespeople to locate any 
packaged chain item on your shelves in seconds. 
Your customers will be attracted by the colorful 
packages on shelves and on counters. And—each 
package bears legible identification of its contents 
for quick recognition. Result: more sales, faster 
sales, elimination of delays... more profits for you. 

Now is a good time to lay in a complete shelf 
stock of these popular AMERICAN CHAIN packaged 
items. Doing so will stimulate your chain sales. 

.A partial list of items now offered in the new 


AgcO 


AMERICAN CHAIN & CABLE 


list. Call or write him today. 


A partial list of packaged 
AMERICAN CHAIN hardware items 


Tenso Coil Chain 

Tenso Tie Out Chains 

Tenso Dog Runner Chains 

Tenso Porch Swing Chains 

Elwe! Coil and Machine Chains 

Elwel Cow Ties .. . Jack Chain 

Sash Chain . . . Register Chain 

Cotter Pins .. . Repair and Lap Links 

ACCO Pails (Proof and BBB Coil Chain) 
..and many others 


American Chain Division 
Better 





tYork, Pa., *Atlanta, Boston, *Chicago, *Denver, Detroit, 


Value 


*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
*Portland, Ore., *San Francisco, Bridgeport, Conn. 
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store, and more and more hard- 
ware stores are of this type, is a 
serious one. 

“It cannot afford to take space 
in the metropolitan daily papers or 
advertise over radio or television 
for it will be paying for too much 
‘coverage’ that will bring it in no 
returns. 

“We have tried to use mailing 
lists and found that people, in San 
Antonio at least, moved so rapidly 
that by the time we got around to 
using a list, it was practically 
worthless, 

“A cooperative ‘give-away’ ad- 
vertising folder, run for several 
months by the merchants in our 
Sunset Ridge Shopping Center, 
proved a fine medium for us while 
it lasted. 

“Unfortunately, all of the mer- 
chants could not get together on 
when and what they wanted to 
advertise and the cooperative ven- 
ture failed. 

“We are now inclined to believe 
that advertising in a ‘sectional’ 


paper is the best medium for a 
shopping center hardware store. 
But, to make this effective, we 
have adopted two principles. 

“First, we find that from 2 to 
3% of total sales is about the right 
amount to devote to advertising of 
this type. 

“Second, with some 6,000 dif- 
ferent items in stock, we have 
found ‘general’ advertising to be 
relatively useless. To be effective, 
we think advertising should be of 
a timely nature or on a definite 
item. 

“As examples of timeliness, I 
might cite garden tools in the early 
spring and gas heaters in the fall. 


Demonstration Helped 


“As for a specific item, we had 
good success last year in advertis- 
ing barbecue grilles, featuring a 
store demonstration of the latest 
grilles. 

“If the manager of a hardware 
store has the time and ability to 
write his own advertising copy, it 
will be better for him to do it him- 
self, we have found. If he does not, 
then he should employ an adver- 
tising agency to do it for him. 


“In conclusion, I might say that 
advertising in the sectional paper 
may not always ‘bring results the 
same day’, so don’t expect too 
much of it. 

“We ran a series of advertise- 
ments in our local sectional paper, 
the Alamo Heights News, last June 
and July with no outstanding re- 
sults during the two months. But 
in August we did an excellent 
business at a time when the sales 
curve usually drops. 

“Whether the advertising we 
prepared was unusually effective, 
the merchandise more timely than 
usual, the weather just right or 
whether there was just a happy 
combination of circumstances we 
do not know. But we do know 
that we had an unusual sales in- 
crease for the summer. So, results 
may sometimes be delayed. 

“We have tried direct-mail, co- 
operative, and sectional newspaper 
advertising. 

“There are drawbacks to all 
three forms, but it seems to us that, 
for the shopping center store, sec- 
tional advertising that is definite, 
practical, or seasonal brings in the 
best return for the money spent.” 





Dealers everywhere report 


SELLOUTS ON DI-MET, 


Sensational CRAB GRASS KILLER oa 


Last year, dealers all 


4 
ae 


& Se 


In the south... 


over the country sold out 
on DI-MET in no time at all. 


This year, sparked by a power-packed national advertising campaign, we expect more— 
much more—of the same. Don't take chances. Order early. We'll supply window 
streamers, counter displays, mats, booklets, other merchandising aids. 


@ SPECIAL OFFER expires April 1. in addition to a full 40% on the entire 
Linck line—you get a 5% advertising allowance on orders of $100 or more on all or 
any of these products: 


DI-MET also selectively 
kills Lemon grass, Sedge, 
Dallas grass (bull grass) 

without injury to 
Bermuda turf 


DI-MET liquid TAT Ant Trap & Ant Bait TAT Insect Repellent 


DI-MET powder 


(50% disodium monomethyl 
arsonate, hydrated) Packed 
in pre-measured bags. 


Only Linck hos this 
concentrated liquid. 
Measuring spoon with 
each can. Easy to use 
with hose syphoners, 
sprayers, watering 


cans. 


Celebrating the 25th 
anniversory of the 
ORIGINAL Ant Trop 
with a big promo- 


tional push. 


MO-GO Kills moies, 
gophers, field mice. 


Only repellent avail- 
able to your customers 
containing dimethyl 
bicycloheptene dicar- 
boxylate. Repels 
greater variety of in- 


sects longer. 


; O. E. LINCK CO., Inc., Clifton, N. J. Sales representatives: John H. Graham & Co., Inc. 
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Kasver TO CUT 


Mr. R. R. Rawson, owner of the Prince- 
ton Hardware Co., West Pullman, IIL., 
tried several cuts on four well-known 
unidentified brands of single-strength win- 
dow glass. When asked which was easiest 
to cut he picked L-O-F window glass 
every time . . . as did 28 out of 30 dealers 
who tried this test. Said Mr. Rawson: 
**It breaks where you want it to break . . . 
is far easier to cut than any other I tried.” 


Easver TO SELL 


This L-O-F label identifies quality glass 
wherever it is seen. People know this label 
—it will appear 217 million times in 1956 
advertising alone! And every time it ap- 
pears it adds to the already strong pref- 
erence for L’O-F glass. This preference 
means faster, easier sales for you. 


TO MERCHANDISE 


The 9” x 12” two-color counter card with 
easel back offers visual merchandising 
that really sells window glass. It stops 
store traffic . . . reminds customers to buy 
L:O-F window glass. Order counter card 
WG-21 now from your Libbey-Owens: 
Ford Distributor (listed° under “‘Glass”’ 
in your phone book). For further infor- 
mation write to Libbey-Owens’Ford 
Glass Company, 608 Madison Avenue, 
Toledo 3, Ohio. 


the easy-to-cut WINDOW GLASS 
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Coat 


another 
reason for 





Superiority 


“When the disastrous 
flood hit the Northeast last 
Fall, several Clark customers 
in that area learned first- 
hand the value of this 
exclusive Clark process. 
Writing about a company- 
customer’s experience, one 
distributor reported: 


"C. A. Lindell 

Co. hed four 

feet of water in 

their bolt de- 

portment ond 

found thot after the water had 

receded they could pick out 

the Clark Bros. bolts by the 

minimum omount of rust . 

while competitors were more 

heavily rusted. We think this 

is @ justification to your rust 
Very truly yours, 

THE PAGE, STEELE & FLAGG CO. 

F. H. Poge, Jr. 

Rust resistance . . . another 
example of the “extras” which 
ere stondord with Clark. 

Write for full information on 


BROS. BOLT CO. 
MILLDALE, CONN 





Added Sales from 
Sporting Goods “Extras” 


(Continued from page 36) 


fishing tackle customers have their 
own boats. A boat owner seldom 
gets out of this store without look- 
ing at paint suitable for painting 
the boat. A well-known floor paint 
that makes an excellent marine 
paint, stocked in colors that boat 
owners like, has a good display ad- 
jacent to sporting goods. 

As a service to customers Gart- 
man sells live bait, raising his own 
worms and stocking 1,000 minnows 
in a tank provided with circulating 
water by a pump contrived from 
an old electrical washer. 

“There isn’t much direct profit 
from worms and minnows,” he 
said. “I’d rather sell artificial lures. 
But I regard the service as some- 
what of a traffic builder — a serv- 
ice the live-bait fisherman appre- 
ciates.” 

“I help any number of live-bait 
customers graduate to artificial 
lures,” he explained. “Fishermen 
usually start buying lures with 
some hesitancy because they feel 
they don’t know enough about 
their use. I soon correct this by 
explaining the use of artificial bait. 
When I get a customer started with 
a bug or two, ! usually have an- 
other good artificial bait customer 
on the road.” 


Attracts Customers 


He said that supplying live bait, 
he gets customers into the store 
who otherwise would remain at 
home and dig their own worms, or 
seine their own minnows at the 
fishing site. 

“My object in supplying live 
bait is to get the fisherman into the 
store at the time he starts his fish- 
ing trip. That’s when he’s in a buy- 
ing mood for sporting goods. It’s up 
to me, then, to pass on buying tips 
to him.” 

He pointed out the outdoor cloth- 
ing, racked in the sporting goods 
department on a wheeled stand 
that can be moved about. That 
weather-proof clothing moves 
every month in the year because 
it is shown where fishermen and 
hunters can always see it. 

“I make it easier for people to 
buy weather-proof clothing here 
than from the mail-order catalog,” 
he said. “I’m planning sales when 
I swing the rack around to a dif- 
ferent angle from time to time. 
Customers get too accustomed to a 
display when it isn’t moved or 
changed from time to time. I wheel 


the clothing rack from paints to 
lures, and from lures to the gun 
rack. It’s all a part of planning 
to make them buy more.” 


Variety Sparks Sales 
of Garden Supplies 


(Continued from page 38) 


use of the item, so that results will 
be satisfactory,” he pointed out 
“Also, though we have to carry 
competitive merchandise to meet 
our neighbor’s item and price, we 
carry quality merchandise so that 
we can show and explain the dif- 
ference to the new gardener.” 

Growing plants are delivered 
daily to Murray Hardware from 
April 1 through June 1. 


. 


Store with the 
Horse Out Front 


(Continued from page 43) 


ing the war the store did a boom- 
ing business in buggies, for cattle 
raisers used their horses to pro- 
vide transportation for themselves 
and their families under the ex- 
igencies of gasoline rationing. Be- 
side regular hardware merchan- 
dise that ranges from housewares 
and iron pipe to oil lamp wicks 
and chimneys, this central Florida 
store admittedly carries the larg- 
est supply of cattlemen’s equip- 
ments on sale anywhere in the 
southlands. 

In the days after the Civil war 
when the elder Makinson started 
his business in this snake-infested 
jungle area, the Makinson family 
bartered furs and skins in return 
for hardware merchandise, and 
many a Florida pioneer relied up- 
on the store and the Makinson 
memory to outfit themselves and 
their families. 

Transportation was simple and 
hazardous. Makinson’s dad travel- 
ed a circuit over the inland water- 
ways of the Everglades state to 
solicit business. Other orders came 
to his store by word of mouth from 
trappers whose families were deep 
in the undeveloped wilderness. 

A pioneer mother might write: 
“Sissy needs a new dress and new 
shoes. You know the size.” And 
Makinson did. He probably hadn't 
seen “Sissy” for months, but 
guessed right at what size the 
growing child would need by the 
time she received the order. 

For years the fur business in 
the Kissimmee area boomed. The 
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HERE’S A BRAND NEW MARKET 
FOR A FAMILIAR PRODUCT “HOW-TO-DO” 


ROPE PROJECTS IN 
PICTURE FORM 
PROJECTS ~~ 


WITH 


PURITAN CORD 


Every one of your customers is interested in the do-it-yourself 
craze. Leisure Time Project folders attract sportsmen, house- 
wives, children, motorists, gardeners and hobbyists to name 
just a few. You sell more cord, clothesline and rope . . . and 
Puritan pays all costs. As the leader in the field of cordage 
we are glad to extend to you this free cooperation. 


A SUPPLY OF THESE PAMPHLETS FREE TO YOU! / 


ws fun te ©0-17 voyastt? 





plus eye-catching hang-up or set-on-counter display! 


NOTHING TO BUY! 
NO DEAL TO PAY FOR! 
ABSOLUTELY FREE! 
- LOOK AT 


YOU PAY NOTHING! 
PURITAN PAYS ALL COSTS! THESE TITLES! 


e WORKSHOP WISDOM 
* STAIR RAIL LACING 

© SPRING CLEANING 

e CHILDREN’S GAMES 

¢ CAMPING COMPANION 
© PLAYTIME EQUIPMENT 


RD! 
\T-YOURSELF IDEAS WITH co 


: 7 
Puritan cordage mills 


FREE! Rept 


RUSHED TO YOU AT ONCE! 1205 East Washington St., Dept. SH, Lovisville, Ky. 


HURRY! Rush my free display and Leisure Time Project folders at 


once. | am not obligated to buy anything. 


COLORFUL COUNTER OR HANG-UP 

DISPLAY plus HUNDREDS OF COLORFUL 
LEISURE TIME PROJECT FOLDERS FIRM: 
SEND NOW! SELL MORE ROPE ! 


NAME: 


ADDRESS: 
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WELDED 


FENCE 


33% 


LESS COST 

MAKES IT 100% 

EASIER TO SELL 
PROFITABLY! 


50 and 100 ft. 
Units 
i” SMALLER MESH for BETTER 
PROTECTION 
BETTER LOOKING 
i” GALVANIZED AFTER WELDING 
TO LAST LONGER 


i PERFECT COMPANION SALE ITEM 
WITH GARDEN SUPPLIES 


Stock and sell the modern home fencing that 
brings you maximum profits with a minimum 
of sales effort... G & B WELDED-FENCE 
that costs about one-third less than the cheap- 
est old-style ornamental fencing. ORDER TO- 
DAY FROM YOUR NEARBY HARDWARE JOB. 
BER AND BE READY TO MEET THE EARLY 
SPRING DEMAND! Ask him for free newspaper 
mats and posters to help you sell . . . or write 
for ordering form direct to Sales Service Dept., 
Gilbert & Bennett Mfg. Co., Georgetown, Conn. 


GILBERT & BENNETT 


SINCE @ 1818 


GEORGETOWN 3, CONNECTICUT 
BLUE ISLAND, ILLINOIS 
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Makinson store was its headquar- 
ters, for it bought furs as well as 
traded. Thousands of otter and 
raccoon pelts passed through its 
portals and deerskins and other 
hides were regular items. The fur 
business ended before the days of 
World War I, but by that time 
Kissimmee was the cattle center 
of the state and Makinson’s just 
naturally headquarters for equip- 
ment. But the store still possesses 
some of the aspects of the over- 
grown general store it once was. 

Dick Makinson is a leader in civ- 
ic affairs in Kissimmee. His was 
the idea which started the annual 
Boat-a-Cade from Kissimmee 
through inland waterways to Lake 
Okeechobee. 

Makinson recalled his father had 
been forced to use the water route 
for transportation. No one had 
traveled the route by boat for 40 
years. Last year more than 425 
boats participated in the event and 
an estimated 1,000 persons took the 
trip. Headquarters for the under- 
taking is a backroom office in the 
Makinson hardware store. 

Makinson lived to see many 
changes in both his hardware store 
and his town. He recalls the wild 
Saturday nights in the saloons of 
yesterday when brawls were the 
order of the evening among the 
cattlemen. One group of brothers 
delighted in roping pedestrians as 
they rode through town on horse- 
back. Makinson remembers one 
citizen who thought it great sport 
to break all the dishes on his shelv- 
ing with an expertly-swung bull 
whip. 

“He always paid for the dam- 
age,” said the merchant. “When 
he was feeling real good he was 
one of our best customers. 

“A lot of things have changed,” 
muses Makinson, as huge trucks 
rumble past his store on the now 
heavily-traveled traffic artery. 

“But then again, some things 
don’t,” he adds, as a youth garbed 
in cowboy regalia swaggered into 
the store to buy some hardware 
and drool over the stock of glisten- 
ing saddles. 

> 


50 Years of 
Hardware 


(Continued from page 42) 


had its own individual freight rate 
schedule, each independent of the 
other. Combination and through 
rates had not been developed and 
effected. This necessitated consid- 
erable figuring, scheming and 


planning to accomplish shipments, 
both outgoing and incoming, at 
least expense. 

It was under those conditions 
that Wilson first began his study 
of rate structures. With the advent 
of the Interstate Commerce Com- 
mission, the formulation of com- 
bination and through rates, and 
with the publication of interstate 
and intrastate freight tariffs, and 
governing regulations set up by 
the Interstate Commerce Commis- 
sion, traffic management became 
a profession within itself. 

Wilson readily recognized this 
fact and availed himself of a cor- 
respondence course in traffic of- 
fered by LaSalle Extension Uni- 
versity. With that foundation, he 
has constantly expanded through 
practical experience his knowledge 
and understanding of traffic regu- 
lations and problems to the point 
that he is now a_ recognized 
authority on traffic regulations and 
freight rates. He maintains a com- 
plete file of latest freight tariffs 
and keeps himself up to the minute 
on all regulations and rulings per- 
taining to public carriers. 


+ 


HARDWARE 


(Continued from page 30) 


sentative in Eastern Tennessee, in- 
cluding Chattanooga, Knoxville 
and Nashville. Reardon manufac- 
tures Bondex Cement Paint, Dra- 
mex Ready Mixed Paint, and a 
wide variety of other building con- 
struction, maintenance and repair 
products. 

An alumnus of Michigan State 
Normal College and a veteran of 
the Korean War, O’Connor has had 
four years’ advertising and sales 
experience, including the paint 
field. Before his assignment to 
Eastern Tennessee, he underwent a 
period of training under Reardon’s 
St. Louis sales division manager, 
James E. Cody. 

He will reside in Knoxville. 


* 


Unverzagt to Head Sales 
of Johnston Organization 


Joun G. Unverzagt has been ap- 
pointed sales manager of the 
Johnston Lawn Mower Corp., 
Brookhaven, Miss., according to 
Oscar T. Jacobsen, president of the 
parent company, Jacobsen Manu- 
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Another reason why you sell the best 
when you sell the RBzW brand 


This is a wire drawing operation .. . 
right in a RB&W plant. It goes on 
every day, on whole batteries of such 
machines. When wire comes from this 
equipment, it’s stronger, more pre- 
cisely sized, has a better finish, and is 
fit and ready for the modern RB&W 
cold forming bolt and nut makers. 


Not every manufacturer goes to these 
lengths. Wire can be bought with 
standard dimensions. But we’re par- 
ticular about quality control. We want 
to be sure the material will furnish 
the best fasteners you can sell. 


Facilities like these and the know-how 
to use them have earned for RB&W 
products a reputation for top notch 
quality at competitive prices. You'll 
never go wrong to go along with that 
combination. 


If you want to be sure you’re supply- 
ing your customers with the best in 
fasteners, ask your distributor for the 
RB&W line, or write Russell, Burdsall 
& Ward Bolt and Nut Company, Port 
Chester, N. Y. 


710th year 


Plants at: Port Chester, N. ¥; Coraopolis, Po.; 
Rock Falls, lll; Los Angeles, Calif. Additional 
sales offices at: Ardmore (Phila.), Pa.; Pittsburgh; 
Detroit; Chicago; Dallas; San Francisco. Sales 
e@gents at: Milwavkee, New Orleans, Denver, 
Seattle. Distributors from coast to coast. 
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FIVE GOOD REASONS WHY 
IT PAYS TO STOCK 
RBAW FASTENERS 


1. The most complete line 
in the field. 


2. Uniform quality through- 
out the line. 


3. Complete reliability of 
supply. 


4. Fast, accurate and friend- 
ly service. 


5. The original ‘‘upside- 
down" packege — extra 
strong for no-spill, quick 
and easy handling. 





Look 
to 


the © he 
Leader... ‘. ] 


OU 


} 
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SCREWDRI 


for 
these 
exclusive 
and importa 


advanta (i 





®@ Gripper recedes into 
handle for full blade 


@ Lok-Blok makes blade 


twist, impact proof. 


@ Chrome Vanadium 


Steel Blades. 


@ Unbreakable Insulat- 


ing Handles. 


Screws. 
@ Hand-Ground Bits. 


yéT 
" egEES 
youd-f No 


rn THAN 


INARY 
ORM RIVERS! 


ORDER THRU YOUR JOBBER 


UPSON BROS., INC., ROCHESTER 14, WN. Y. 
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Driginal 


® Models for All Types 


®@ Outstanding Merchan- 
dising Aids, Powerful 
National Advertising. 





John G. Unverzagt 


facturing Co., Racine, Wis. 

Unverzagt served in a sales ca- 
pacity with Nesco, Inc., for many 
years, He brings to the Johnston or- 
ganization a thorough knowledge 
of merchandising through the 
wholesale trade. 


¢ 


Increase in Toro Co. 
Production Schedules 


Toro Manufacturing Corp., man- 
ufacturers of powered grass cut- 
ting equipment, has scheduled a 
27% increase in its production for 
the current year, it was announced 
recently by R. W. Gibson, vice- 
president in charge of sales. This 
production schedule, and orders 
from Toro’s distributors are the 
largest in the company’s history, 
Mr. Gibson said. Toro’s sales last 
year were $11,500,000. 


a 


Pyrex Ovenware Line 
Features Special 


A SPECIAL price reduction on a 
popular item in the Pyrex brand 
ovenware line has been announced 
by Corning Glass Works, Corning, 
N. Y., for a period which includes 
National Hardware Week. 

From March 15 to April 30, deal- 
ers will be able to offer the Num- 
ber 228 Flavor-Savor pie plate at 
44 cents, a full 15 cents below the 
regular price. The promotion, 
which overlaps Hardware Week 
(April 12-21), is designed to help 
increase housewares department 
traffic. 

Promotional material is avail- 
able from Corning for dealers 
featuring the price special on the 
9-inch pie plate. The material in- 
cludes counter cards, price tickets, 


window streamers and newspaper 
ad mats. 


. 


Walthour & Hood Announce 
Sporting Goods Catalog 


THE AVAILABILITY of its 1956 
spring and summer tackle and 
sporting goods catalog has been 
announced by Walthour & Hood 
Co., Atlanta, Ga., wholesalers of 
sporting goods, bicycles and hobby- 
craft supplies. 

The first eight sections of the 
colorful catalog are devoted to 
fishing tackle and accessories, the 
ninth section to camping equip- 
ment, tenth section to boats and 
accessories, the eleventh section to 
water sports, the twelfth section to 
outdoor and indoor sports and the 
thirteenth section to air pistols and 
guns. 


o 


30-Year Mortgages Again 
Backed by Government 


HOMEBUYERS whose loans are 
guaranteed or insured by the 
Veterans Administration or the 
Federal Housing Administration 
can have 30 years in which to re- 
pay their loans effective immedi- 
ately, VA and FHA announced in 
mid-January. 

Since July 30, 1955, the maxi- 
mum permissible maturity on VA- 
guaranteed and FHA-insured loans 
has been limited to 25 years. 


Final Decision 


The two agencies pointed out 
that although 30 years is now the 
maximum maturity of govern- 
ment-backed home loans, the final 
decision as to the terms of the loans 
is subject to agreement between 
the borrowers and the private 
lenders making the loans. The two 
percent down payment require- 
ment on GI loans and the added 
two percent requirement on FHA- 
insured loans will remain in ef- 
fect. 

The July 30 action was taken 
primarily to avoid over-extension 
of credit and to help protect the 
home buyer against inflationary 
price increases in residential prop- 
erty. Both agencies announced at 
that time that the housing situa- 
tion would be kept under study 
and adjustments in terms would 
be made as indicated. 

VA and FHA said the reduced 
volume of homebuilding has less- 
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ATLANTA, GA. 

1530 Elisworth 
Drive, N. W. 

Phone: SYcamore 4-9511 


BIRMINGHAM, ALA. 


2830 Fifth Ave., North 
Phone: 4-5461 


LOUISVILLE, KY. 


1239 South Tenth St. 
Phone: MElrose 4-9441 


MEMPHIS, TENN. 


703 North Royal Ave. 
Phone: JAckson 5-4717 


MIAMI, FLA. 
3640 N. W. 52nd St. 
Phone: NE 5-2595 


NASHVILLE, TENN. 


Harrison Street 
at Seventh Avenue 
Phone: ALpine 5-1152 


RALEIGH, W. C. 


1431 Courtland Drive 
Phone: 2-3501 


RICHMOND, VA. 


1910 Petersburg Pike 
Phone: 82-6748 


SAVANNAH, GA. 


311 Stiles Avenue 
Phone: 6-2461 
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Nood. wn adjoining warehouse 7 


complete stocks of quality building materials are 
right next door—at SSirco 


When it’s time to get down to business, 
time is valuable . . . to both you and the 
builder. That’s when SSirco’s “right- 
next-door” service is important. 
Wherever you are located in the 
Southeast, Southern States Iron Roof- 
ing Company is your sure, immediate 


eS 


VWs 
. / 


answer to supply-service problems. 
Fresh and complete stocks of a variety 
of building materials, industrial metals, 
and aluminum products are available 
in SSirco’s one-source supply houses. 
Warehouses are as close as your tele- 
phone—service is prompt and courteous. 


Call the nearest SSirco branch, listed in the 
adjoining column, for assistance with your 


building material requirements. 


SOUTHERN STATES IRON dele] ii, [cai eee 


ince 1914 


Gene 


"9g the Building Trade Conti 


eral Offic« 
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P.O. Box 1159, Savannah, Georgia 





DEPENDABLE . 
another way 
of saying 
Rugged Robert 


Every wise customer knows ee 
ged Robert means DEPENDABI 

(7 3 ae eS ee That's be- 
cause all R Robert products are 
made of the very finest materials under 
Thousands of people always ask for 
the Rugged Robert Brand by name 
«+.» you, too, catf cash in on this out- 
standing reputation . . . Stock a com- 
plete line of Rugged Robert products 
..+- NOW! These include pliable, gal- 
vanized solid and twisted clothesline 
... high-quality swing and well chain 
... and the smart-looking, fast-selling 
broom rake. 

All Rugged Robert products are per- 
fectly packaged for immediate re-ship- 
ment. Get your share of this “PLUS 
BUSINESS today! 

Write or call us 
for YOUR supply! 


Wire Products Company 


2713 North 24th St., Birmingham, Ala. 











Line for 1956 
Portable grills from $4.95 to $300 Retail 


WIDE 


PRICE RANGE 
you sell every cook-ovt prospect! 


GREAT SMOKY 
mee. 


-COMPLETE LINE—35 new, designer-styled 


exclusive models. Here are a few: 





HOUSE 4&4 GA 





NATIONALLY ADVERTISED 
in HOUSE BEAUTIFUL 


RDEN « LIVING 








$14.95 list 


FOR FULL INFORMATION, send this ad and Exclusive de- 


your letterhead to: 


CHATTANOOGA ROYAL COMPANY 
CHATTANOOGA 6, TENNESSEE 


sign smoke- 

cooking brazier 

with KWIK-FLIK 
grid adjustment. 





ened the hazard of over-extension 
of credit to the point where the 30- 
year maximum maturity again 
may be permitted. 

The relaxed credit terms will be 
permissible on all VA-guaranteed 
home loans not closed, and on all 
FHA loans not yet insured. 


ca 


Cash Discount Terms 
Revised on Pyrexware 


A REVISION in cash discount 
terms for Pyrexware wholesale 
distributors has been announced 
for Corning Glass Works, Corning, 
N. Y., by J. M. Bredfeld, general 
sales manager of the company’s 
Consumer Products Division. 

Bredfeld stated that effective 
February 1, a 2% cash discount is 
to be allowed on an EOM basis. 
Formerly cash discount terms 
were listed as 2% 10, net 30. 

In announcing the new terms, 
Bredfeld also reviewed Corning’s 
policy of freight allowances, He 
said that despite rising transporta- 
tion costs, freight allowance was 
an essential part of the Pyrexware 
sales policy and no changes were 
planned. 





CONVENTION DATES 





Florida Retail Hardware Association— 
Georgia Retail Hardware Association 
—Joint convention and exhibit at 
George Washington Hotel, Jackson- 
ville, Fla.. March 4-6, 1956. W. W. 
Howell, Executive Manager, P. O. 
Box 183, Waycross, Ga. 


Louisiana Retail Hardware Association 
—Convention and exhibit at Roose- 
velt Hotel, New Orleans, March 11- 
12, 1956. David O. Mansfield, Secre- 
tary-Treasurer, P. O. Box 1696, Jack- 
son, Miss. 


Southern Wholesale Hardware Associ- 
ation and American Hardware Manu- 
facturers Association—Joint conven- 
tion, New Orleans, La., April 15-19. 
Headquarters, Roosevelt Hotel. T. W. 
McAllister, 814 Metcalf Bldg. Or- 
lando, Fla., Managing Director, 
SWHA, A. L. Faubel, 342 Madison 
Ave., New York 17, N. Y., Secretary, 
AHMA. 


Virginia Retail Hardware Association 
—Convention and exhibit at Hotel 
Chamberlain, Fort Monroe, Va., 
March 4-6, 1956. George T. Omohun- 
dro, Jr., Secretary, Scottsville, Va. 
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LET SILENT S/OUX EQUIPMENT 
SATISFY YOUR CUSTOMERS AND 
BOOST YOUR PROFITS THE YEAR ‘ROUND | 








“WIGW AMER" 


SILENT SIOUX'S 
MIDGET 


AUXILIARY 


HEATER 
for 


SPORTSMEN 





USE FOR 
COOKING 
and 
HEATING 








Silent Sioux's “Wigwamer" is a midget in size only . . . with 
full scale performance. Only 16/4" long, 8/2" wide and 
147." high, this highly efficient, smokeless heater burns either 
oil or bottled gas in the same burner. Your customers will de- 
mand this compact and portable heater which is adaptable to 
all requirements of the outdoor sportsman. Features include: 
Uses either bottled gas, No. | fuel oil or kerosene, built in legs, 
Use for cooking or heating, One orifice for all fuel, Heater and 
tank available singly, can be attached to any size tank. Also 
ideal for auxiliary heat in garages, pump houses, milk houses, 
etc. Only $9.95 retail—less tank. 





SILENT SIOUX'S 


“CHAMPION” 
GAS 
BROODER 


for 


COOL 


or 
WARM 
ROOM 
BROODING 


Silent Sioux's “Champion Double Duty Gas Brooder hes a 
21,000 BTU input. The first Gas Brooder Field Tested and Ac- 
cepted for both Cool and Warm room brooding. Features a 
fully enclosed removable burner, “Dust-master" Target Pilot 
and Adjustable Legs. Equipped with 100% safety shut-off and 
thermostat control. Produces both radiant and convected heat. 
Three other gas brooder models available with capacities up to 
30,000 BTU. 


SILENT SIOUX ALSO MANUFACTURES 
DEPENDABLE OIL BROODERS— 

3° Models available—all are equipped 

with 6 gallon oil tank. Features “Tunnel 
Drum” construction that extracts max- 
imum heat from fuel. Safe, Dependable, 
Proven best for a quarter century. 


QUALITY PRODUCTS SINCE 1921 
SILENT SIOUX CORPORATION 





Dept. SH 36 


“TROPIC WALL” 


NO. Il OIL 
WALL FURNACE 


SPACE SAVING 
BEAUTY WITH 


SALES APPEAL 


STYLED RIGHT— 
BUILT RIGHT— - 
PRICED RIGHT— +. satisty the tremendous market of new 


buyers, builders and remodelers. No other wall furnace on the 
market can compare with “Tropic Wall's” low, low price and 
easy installation. Offers outstanding features such as these: Zero 
Clearance—No Stoop Lighting—Complete Front Servicing—Fan 
and Limit Switch—Removable Triplex Burner—Optional Ther- 
mostic Control and Clean Out Rod. Tested and listed by Under- 
writers Laboratories, Inc. 


6 OIL HEATER MODELS FROM 35,000 to 75,000 BTU. 
These oil heaters are “sure fire” sellers with ail the 
features that your customers demand! 





EXTRA SALES FOR YOU! 


WHIRLAWAY” WALL FAN 
Provides a SUMMERTIME 
BONUS of cool & refreshing 
air, Twelve months of use and comfort 
for your customer and twelve months 
of extra sales for you! “Whirleway” 
solves heat circulation problems. 
Moves heat from near ceiling in room 
with heating unit into hard to heat 
adjoining room. Cuts fuel bills—pro- 
vides greater comfort—summer and 

winter. 





SILENT 
SIOUX'S 


“WATERBOY™ 


TIMES 
LIQUIDS 


AUTOMATICALLY 


THE AUTOMATIC TIMER VALVE THAT SELLS ON 


SIGHT! Attaches to any garden hose spigot in 10 seconds. 
Dispenses desired amount of water up to one hour. Controls al- 
most any type fluid. Farmers, Stockmen, Poultry Raisers, Nursery- 
men, Gardeners, Hobbyists and many others find a thousand and 
one uses for “Waterboy”. Also ideal timer for most water soft- 
ening units. Cash in on the “Waterboy” national advertising 
campaign. Dealer helps furnished. 


For More Information & Prices—Contact Your Nearest 


Distributor— SALES OFFICES AT: 


DUNWOODY, GEORGIA, 66! Mabry Road, Phone Atlanta, 
Exchange 3989 


TAMPA 2, FLORIDA—2309-231! Floride Ave., Phone 2-8617 


ORANGE CITY, IOWA 
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You'll cart away a “load” of 
profits when you stock, ee 
and sell these Victor products 
because top quality and consis- 
tent advertising have made it 
the line more consumers — your 
customers — demand! 

Special Flexible or Flexible — Perfect 
for the householder because they’re 
the best all-around blades...econom- 
ical, too. 

“Moly”’® High Speed Steel—For those 
who want long metal-cutting life in 
an economy blade. Outlasts standard 
high speed steel blades 10 to 1! 


These Victor Hacksaw Frames 

Are Priced Right for your Trade — 
New Victor No. 10 with green Ten- 
ite handle aad No. 15 with red 
Tenite handle for either 10-inch or 
12-inch blades, yet are built around 
a solid, one-piece steel backbone, 
the most rigid construction ever 
devised. New under-the-handle 
lever-lock makes blade 

easy and automatically puts correct 
tension on every blade. 


Victor No. 20 Frame is the long-time 

mechanics’ favorite. Adjustable for 

10-inch and 12-inch blades. Extra- 
tension lock. 


Increase Blade Sales 
By Featuring “Molyfiex’’® 
‘Display Card No. 166 


Three-color easel card 
holds ten 10” “Moly- 
flex” assorted 


18- and 24-tooth. 
There's four times the 
dollar profit for you in 
every sale—more than 
four times the 
efficiency for your 
customers. 





Special Flexible Assortment No. 45 
Attractive 2-color card carries an 

3-blade assortment of 10° Special ible 
blades. A best seller for years. 


Sold Only Through Recognized Distributors 


FREE Ask your Victor Distributor for 
a 
ting 


VICTOR Oo 


VICTOR SAW WORKS 
MIDDLETOWN, WN. Y., U.S. A. 
Makers of Hand and Power Hacksaw Blades, 
Frames, and Metal and Wood Cutting 
Band Sow Blades of every type and size. 
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GIVE YOUR CUSTOMERS WHAT THEY ASK 
FOR -IT'S BAD BUSINESS TO SUBSTITUTE 


Name-Brand Merchandise means satisfaction to your 
customers, and money to you. Well-known, advertised 
brands pre-sell your customers before they set foot in 


your store. 


The reputation of these brands assures quality—means 
fewer adjustments, markdowns, or complaints. And, of 
course, products so well known and trusted move faster, 


turn over and over to increase your profits. 


That's why you make your business stronger when you 


keep the force of famous brand names behind your 





selling. Let your customers know they can get from you 
the brands they know and want. Why be content—or 
expect them to be content—with anything less? 


The prestige and reputation of these makers’ brands 
guarantee high standards of quality! 


Esoanil Fisiei Tessiithiilties 


INCORPORATED 


A non-profit educational 


foundation 


37 WEST 57 STREET 
NEW YORK 19, N. Y. 
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hesflex 


ERAL PURPOSE Py 





the finest quality pipe 
money can buy! 


...available from %” to 4” 


Realistic appraisal of your problems in the field makes it evident that 
there is a definite need for the new Chesflex GENERAL PURPOSE PIPE 
for use on all jobs not requiring the extra pressure protection 
provided by Chesflex 75 lb. or 100 lb. pressure pipe. The new 
GENERAL PURPOSE PIPE is a worthy addition to the Chesflex line — 
for it is made of the same 100% VPR polyethylene . . . it is engineered 
to the same exacting specifications . . . and it carries the same 
20/30 guarantee as Chesflex 75 lb. and 100 lb. pipe . . . while giving 
you the greater economy of this specially designed Chesflex 
GENERAL PURPOSE PIPE. Be sure to see your jobber — TODAY! 

If he is temporarily out of stock — write us. 


USE CHESFLEX GENERAL PURPOSE PIPE FOR..... 

Drainage and Other Non-Pressure Lines — Pump Discharge Lines 

Low Pressure Watering Lines — Low Pressure Sprinkler Applications 
Shallow Wells — Electrical Conduit — Telephone Line Weatherproof Conduit 
Cooling Tower Low Pressure Piping — Low Pressure Irrigation Lines 
Refrigeration Unit Condensate Drain Lines — Industrial Piping for Corrosive 
Liquids — Television Lead-in Wire Protective Conduit 


GUARANTEED 
20 Years in the SUN 
30 Years in the GROUND 


When used According To Temperature/ Pressure Specifications 





oo Premium RREsINs 


The exclusive use of 100% Virgin Premium Polyethylene Resins — 
PLUS years of Chesflex plastics know-how — are your assurance CORPORATION 
of built-in quality...backed by the famous Chesflex 20/30 


guarantee. 





684 Nepperhan Ave., Yonkers, N.Y 


SOLD ONLY THROUGH YOUR LOCAL WHOLESALER — WAREHOUSED STRATEGICALLY THROUGHOUT MOST OF THE UNITED STATES 

















GENERAL 
PURPOSE 
PIPE 


100% VPR 


POLYETHYLENE 









hesflex 


This new addition to the Chesflex line of Quality Pipe now 
makes it possible for you to use Genuine Chesflex 100% 
VPR Polyethylene Pipe on every job... economically — 
with a greater safety factor than ever before possible. 
However — the temperature and pressure ratings shown in 
these charts should be followed. Applications with greater 
pressures than specified for GENERAL PURPOSE PIPE show the 
need for Chesflex 75 Ib. or 100 Ib. VPR Polyethylene Pipe. 


THERE’S A CHESFLEX VPR PIPE FOR EVERY JOB 
FOR THE HOME — FARM — INDUSTRY — and a host of other applications! 


Well Installations e Cold Water Lines e Farm Irrigation e Sprinkler 
Systems e Condensate Drain Lines e Cooling Tower Piping 

e Chemical Processing ¢ Swimming Pools e Skating Rinks 

e Golf Course Spray Lines e Electrical Conduits, T.V. Lead-in and 
Telephone Lines ¢ Watering Troughs « Vent Lines 

e Pump Discharge Lines 


1.2 


= fF 


MALE ADAPTER INSERT ELL 


c-1 i) 
= 
ADAPTER THREADED ELL 


WORKING PRESSURE vs TEMPERATURE DATA 
W.P., psi, at temp., deg. F 


GENERAL 
PURPOSE 
PIPE 


75 lb all sizes 


all sizes 


100 Ib 


*All Chesfiex pipe is engineered to provide @ 4 to 1 safety factor (4 times the WP 
shown above) to withstand intermittent surge 


MAXIMUM PUMPING WATER LEVELS", in feet. 


WATER AT 
PUMP SHUTOFF OR MAX. WP 


4%” 
GENERAL 


PURPOSE 
PIPE 


*Moximum pumping water level feet shown represent allowable length of pipe, at the 
specific water temperature and the tank shut-off or working pressure indicated, to the 
water level WHILE PUMPING. This level is the sum of feet to the static water level, 
created by pumping operation Footage shown does NOT include 

water — = required submergence of ejector). These 
be included in WP. calculations. 





Ss do not have 








hesflex 





hesflex 


Represented in the South by: A. H. DEVENEY & CO. sirminghom — Dalles — Jacksonville — Lexington — Little Rock 











DEALER SALES AIDS 


For more information on these sales aids 
use the free post card at bottom of page 


The new dispenser is compact and 
occupies an area five feet square. 
Featured are 21 different types of 
“Peg-Board” hanging fixtures, the 10 
Bubble Cards, sales literature and the 
new “Peg-Board” Junk Jars. 24x24” 


Handy Return Card » 


@ Request More Information on 
Sales Aids 
New Products 


Catalogs & Bulletins 
NO POSTAGE NECESSARY 


Please be sure fo fill in your Firm's 
Name and your position on 
pon. This service cannot be 
extended to you unless this in- 
formation is furnished. 


panels are stored in the bottom of the 


place for the “fixture of the month.” 
For more information— 
Circle No. 689 on coupon, pg. 72 


Paint Brush Bar 


A new self-serve merchandiser in- 
troduced by The Wooster Brush Co., 
is the Wooster Ex- 


balanced line of 14 different types of 


envelopes. Windows in the envelopes 
afford a close-up of the Wooster Ex- 
ploded Tip and the envelopes are 
hole punched for convenient display 
on other new Wooster merchandisers, 
as well as on standard peg boards. 

The merchandiser measures four 


feet wide and may be set up four dif- 
ferent ways. It may be placed on a 
counter as a single unit, or two used 
back-to-back to form an island dis- 
play. Legs may be removed and one 
or two units mounted in angled ar- 
rangement on a wall. Dealers also may 
attach standard pipe supports for use 
as a floor display. 

Featured in the display is the new 
line of Wooster Exploded-Tip Brush- 
es. It also carries ome dozen price 
leader varnish brushes to retail at 19 
cents each, an offer that is made 
prominently on the colorful top sign. 

No charge is made for the mer- 
chandiser when ordered with the 
standard stock of 80 consumer brush- 








BUSINESS REPLY CARD 


FIRST CLASS PERMIT NO. 582, SEC. 34.9, P. L. & R., ATLANTA, GA. 








SOUTHERN HARDWARE 


806 PEACHTREE ST., N. E. 


ATLANTA 5, GA. 





es, and cost to the dealer for the com- 

plete unit is within the $65-$70 price 

bracket. For more information— 
Circle No. 690 on coupon below 


Small Tool Display 
The Geyer Manufacturing Co., 


hand tools. The assortment includes 
the display stand and 36 assorted 
trowels, weeders, cultivators, etc., 
and carries a suggested price to the 
dealer of $20.50. It is packed com- 
plete in one carton. For more in- 
formation— 
Circle No. 691 on coupon below 


closure along with space for price im- 
print. For more information— 
Circle No. 692 om coupon below 


Tool “Action” Display 


“Action” and “two-in-one” describe 
the new free display now made 
available to hardware dealers by 
Estwing Manufacturing Co., Rock- 
ford, Til. 

Lithographed in full color, the dis- 
play has a building scene background 
to be used when featuring Estwing 
hammers; a camping scene is printed 
on a flap which, when flipped over, 
permits the dealer to change the dis- 
play to promote Estwing Sportsman’s 
Axes. Action is provided by a flash- 
light-battery operated motor which is 





shipped at no extra cost with 
dozen Lightning Lures. For more in- 
formation— 

Circle No. 694 on coupon below 


Fiberglas Panel Display 


As a space-saver for dealers, Al- 
synite Co. of America, 4654 De Soto 


Please send more information on these catalogs and bulletins: 


SS ae @ BB a. 2 eR BS & 
6 8 20 2 24% 2% 2 30 3 M 


Please send me more information on these sales aids: 


689 693 697 701 705 709 713 7I7 721 725 729 733 737 
690 694 698 702 706 710 714 718 722 726 730 734 738 
691 695 499 703 707 7Il 7IS 7I9 723 727 (731 735 739 
692 696 700 704 708 712 716 720 724 728 732 736 740 


Please send more information on these new products: 


183 185 (87 189 191 193 196 197 199 20) 
184 186 188 190 192 194 196 198 200 











Ked Taggs Merchandising Tips: 


Set up a simple display like this 
and see what happens... 


You don’t have to wait ‘til the fly 
season arrives to sell screening. In 
fact, the current and growing “do-it- 
yourself” trend makes screening an 
all year business which really booms 
before the early spring thaws set in. 
So, now is not too soon to start show- 
ing Cyclone Insect Wire Screening 
and Cyclone Hardware Cloth. 


An attractive, easy-to-make display, 

something like the one shown above, 

should certainly make a lot of home- 

owners aware of the advantages of 

doing their re-screening themselves. 

And when you’re making the sale, 

be sure to impress upon your cus- 

tomers the top quality of the 

HOW ARE You FIXED FOR STOCK? Cyclone products they are buying. 

2 Point out to them the superior con- 

5 ‘ struction of these fine products... . 

Petes take look ot yous tarentry nom, iiumadn stock Tt comes, in andget JP how the improved selvage insures a 
hand. Your jobber can take care of your and 48-inch widths. Cyclone Hardware snug, flat fit . . . makes both the 
orders in a hurry. Be sure to have i Cloth is available in 2 x 2, 3 x 3, 4 x 4, and insect screening and hardware cloth 


of Cyclone Insect Wire Screening in all 8 x 8 mesh sizes. Also in 3,” and 54” heavy . 
three types—Galvanized, Bronze and Alu- grades... in 24, 30, 36 and 48-inch widths. easier to handle. 


CYCLONE FENCE DEPARTMENT, AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL CORPORATION 
WAUKEGAN, ILLINOIS + SALES OFFICES COAST-TO-COAST + UNITED STATES STEEL EXPORT COMPANY, WEW YORK 


cote §=—«USS CYCLONE -pe0 707 
HARDWARE PRODUCTS 


CATCH-ALL BAST! 
98 Seporate 
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“SOLD 36 
IN JUST 
33 DAYS,” 


SAYS CHICAGO 
HARDWARE 
RETAILER 


Vewamatic 


REVERSIBLE SPEED REDUCER FOR POWER DRILLS 





REVERSIBLE SPEED REDUCER 


Cab en 


:- WRITE DIRECT TO 


ADVERTISED IN THE 
SATURDAY EVENING 


Sales zoom on reversible attachment 
that increases drill power seven times ! 


Here’s the ultimate in power drill attach- 
ments. It reduces speed 7 to 1, increases 
power a like amount, and can make even a 
light weight drill do tremendous jobs. It’s a 
screw driver, screw remover, power wrench, 
power tapper, all in one. And by attaching 
a %” chuck it makes possible every kind of 
heavy duty drilling. Versamatic is truly the 
most versatile drill attachment ever pro- 
duced. So easy and safe to use, you can 
become an expert in 5 minutes. 


Everyone Wants a Versamatic! 


Half the men who enter your store use a 
power drill. Everyone of them will want a 
Versamatic. Show Versamatic for thirty 
days— you'll be a dealer forever! 


@ LOW LIST — $14.95 
@ BIG DISCOUNT 
@ FREE — $3.00 


MERCHANDISING 
KIT WITH ORDER 
OF 6 UNITS. KIT 
INCLUDES 

TRAFFIC STOPPING 
DISPLAY. 


—— ® 
a= 
—— 
SUPREME BRAND CHUCKS 


Jobber" SUPREMEPRODUCTS 0 2s 





St., San Diego 9, Calif., has a com- 
pact counter display which requires 
no stock of panels. It exhibits a full 
set of 5 x 8 inch samples of Alsynite 
translucent fiberglas panels in a 
range of 28 colors. 

The display is illustrated and has 
side holders for literature on ideas for 
home-owners and ideas for architects 
and builders. For more information— 

Circle No. 695 on coupon, pg. 72 





PRINTED HELPS 
and other sales aids for 1956 





Camillus Cutlery Co., Camillus, N. 
Y., offers the following sales aids in 
connection with promotions of the 
Camillus and Cameco pocket knife 
lines: In the Camillus line, a special 
display unit featuring 20 knives in a 
special promotion (SP-56) is available 
free of charge when ordering the unit. 
Also available free of charge are 
window streamers in three colors, 
pennants in three colors, free news- 
paper mats, catalog sheets and special 
promotion tips. 

For the Camco line, a new 1956 dis- 
play case 56-12U is offered at no ex- 
tra cost when ordering a half dozen 
each of the 12 top selling numbers. 
The case is a wooden cabinet with 
glass front for display of 12 knives. 
Storage space which can be locked is 
at the rear. Also available free of 
charge are window streamers and 
pennants on the Camco line. For more 
information— 

Circle No. 696 on coupon, pg. 72 


The Wood Shovel and Tool Co., 
Piqua, Ohio, offers to dealers a bro- 
chure and a proof sheet on advertising 
mats which are available free of 
charge. A self-mailer on the com- 
pany’s Jet-Lite line of shovels, spades 
and scoops can be used by the whole- 
saler and the dealer alike and is avail- 
able in any quantity upon request. A 
floor type shovel rack which provides 
a great degree of flexibility inasmuch 
as it can be moved from one part of 
the store to another and which dis- 
plays six or more shovels, spades and 
scoops is made available at a small 
extra cost. For more information— 

Circle No. 697 on coupon, pg. 72 


Geyer Manufacturing Co., Rock 
Falls, Ill., offers its dealers a selection 
of ad mats covering the most popular 
items in the Geyer Farm and Garden 
Tool line. An illustrated brochure for 
easy ordering is available on request. 
For more information— 

Circle No. 698 on coupon, pg. 72 


Ray-O-Lite Corp., 316 Peachtree 
St., N. E., Atlanta, Ga., makers of 
fiberglas awnings, aids dealers 
through a “flip chart” sales manual. 

(Continued on page 76) 
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Sensational New AMES Rockn'Rol/ Cart 


is Revolutionizing Tool Merchandising! 


The powerful Ames “Back to Earth” pro- 
motion spearheaded by the sensationally new 
Rack n’ Roll tool cart will bring streams of 
customers rolling into your store. This hand- 
some silver and blue all-metal cart, biggest 
advance in home gardening in years, is offered 
at the traffic building price of just $14.95. 

The Ames Back to Earth Spring promotion 
featuring the Rack n’ Roll tool cart is backed 
by national advertising, free merchandising 
kit which includes window banner, display 


easels, self-mailing consumer broadsides, en- 
velope stuffers and ad mats; all designed to 
give you a complete Spring tool promotion. 

To take full advantage of this complete 
Ames “Back to Earth” promotion and tie 
in with the big Hardware Week Program, 
call your distributor today. 


irha 
HARDWARE 

WEEK 
APRIL 12-21 


see our 
‘ featured value 
in hardware 
stores 


“BACK TO EARTH with AMES” 





O. AMES CO. 


PARKERSBURG, W. VA. 


Division of McDonough Co. 
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The presentation is well illustrated 
and contains brief descriptive ma- 
terial. For more information— 

Circle No. 699 on coupon, pg. 72 


Langley Corp., 310 Euclid Ave., San 
Diego 14, Calif., offers its dealers 
seven newspaper ad mats of Langley 
spinning reels and Fisherman’s De- 
Liars. Mat proofs are reproduced in a 
4-page folder and are available at no 
charge in 1- and 2-column widths, 
ranging from five to 10 inches deep. 
For more information— 

Circle No. 700 on coupon, pg. 72 


Lombard, 6 Main St., Ashland, 
Mass., in launching a chain saw sales 
promotion, is providing dealers with 
special promotional material featur- 
ing an “archeress” and the slogan 
“Lombard Hits the Bullseye.” The 
complete Lombard line of chain saws 
is displayed in specially printed 
broadsides. Bright banners have been 
designed to set off displays in either 
the dealer’s window or at a booth at 
a state, county or local fair. A new 
Dealer Newsmat series and envelope 
stuffers for dealer use are also avail- 
able. For more information— 

Circle No. 701 on coupon, pg. 72 


Crescent Tool Co., Jamestown, N. 
Y., has available for dealers several 
floor and counter display stands. 
There are two counter display stands, 
one of which will accommodate any 


four and the other any six of the 16 
different 12” x 24” tool panels now 
available. One of the floor stands will 
accommodate six and the other 12 
of the same panels. A similar floor 
stand is available which will handle 
any six of nine 24” x 24” display 
panels. Both the counter and floor 
displays revolve freely on ball bear- 
ings to make it convenient for shop- 
pers to rotate the displays. It is also 
possible to mount any of these dis- 
plays on the wall or to stand them 
on special easels which will accom- 
modate either single panels or two 
of them back to back. The boards also 
may be hung on peg boards. For more 
information— 
Circle No. 762 on coupon, pg. 72 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, offers to dealers free metal 
display merchandisers with the fol- 
lowing assortments. No. D-13 contains 
free metal wall display and 13 bit as- 
sortment of Irwin 62T Bits, one of 
each size 4/16 through 16/16”. No. 
8830 contains free metal counter or 
wall display and assortment of 30 
Irwin Speedbor “88” Wood Bits for 
electric drills. No. 430 contains free 
metal wall display and assortment of 
30 amber plastic handle screw drivers 
in most popular sizes. All displays are 
colorful and fit in a minimum of 
space. A booklet on the selection, use 
and care of bits, and a variety of 
envelope stuffers are also available. 





THING to 


2 TALKING FLOAT! 


Now-every Ideal 5-Way 
Plastic Fishing Float 

tells its own sales story... 
right in your display bin! 


New collar explains each of the 5 uses 


. Easy on .. 
spring -hook attachment 


. Perfect for Live Bait 


. Easy off with 3. Changes immediately 


to stationary 


. Choice of White Top 


Slip Casting, Trolling 


or Spinning 


. Easy on... Easy off with 
hole through the center 
—fishes upright! 


. Pull-Button action 
S. All brass center tube 


5. or Red Top 


at popular retail prices. 
eae ee 20¢ 
1O1—1%" . 25¢ 
1O1—1%" ..... -..-. 3O0¢ 
101—1%" . . 35¢ ea. 


Packed 1 Dozen in Handsome, 
Folding Display Box 





For more information— 
Circle No. 703 on coupon, pg. 72 


Reo Division, Motor Wheel Corp., 
Lansing 3, Mich., supplies its dealers 
with 4-color envelope stuffers, wall 
posters and ad mats at factory cost. 
Indoor sales and service signs, de- 
signed to stamp the store’s name and 
its Reo dealership upon the mind of 
the public may be obtained for $9.90 
each. For more information— 

Circle No. 704 on coupon, pg. 72 


The Yale & Towne Manufacturing 
Co., Stamford, Conn., provides carded 
hardware as a dealer help in boost- 
ing sales. The company also advo- 
cates the use of mounted samples on 
display boards as a permanent mer- 
chandising idea. Package merchan- 
disers are offered by the company 
for location in such strategic positions 
as next to the cash register, on the 
counter, in the window, or near tie- 
in merchandise. All merchandisers 
are in bright colors and polyethylene 
bags are used to package many of the 
products. For more information— 

Circle No. 705 on coupon, pg. 72 


The Henry L. Hanson Co., Wor- 
cester, Mass., has introduced a new 
Self-Seller Drill Display. This display 
requires 14 inches of counter space. 

A unique feature of the cabinet, ac- 
cording to the company, is the storage 
rack for extra stocks which has 29 
compartments to hold a_ standard 
package of each size drill displayed. 
The hinged cover on the display opens 
from the front, making the storage 
rack easily accessible and removable. 

The company has compiled an in- 
formation chart which is available 
This complete information is included 
in one chart — drill size, decimal 
equivalent, tap drill for 75% thread, 
clearance drill for tap, wood screen 
pilot for both soft and hard wood, and 
wood screw body. For more informa- 
tion— 

Circle No. 706 on coupon, pg. 72 


Hanson Scale Co., 1777 Shermer 
Rd., Northbrook, IIl., offers its deal- 
ers two scale promoter display 
stands. Display #D-103 is a wooden 
stand free to any dealer who has 
Hanson scales, will hold seven sets, 
and is 18” wide by 14” deep. A new 
bath scale sampler of six scales, No. 
3580, includes without charge a 
merchandiser which can be used on 
the counter, floor, or in windows. It 
is finished with soft rose background 
and jade green trim. For more infor- 
mation— 

Circle No. 707 on coupon, pg. 72 


Columbian Rope Co., Auburn, N. 
Y., has available for dealers an as- 
sortment of window display ma- 
terials including ship cutouts, sam- 
ples of manila and sisal fibres, fold- 
ers and pamphlets, and a red and 
blue dealer sign. Colorful sales pro- 
motional booklets are available on 
various company products. Currently 
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SEINE TWINES 

SEINE CORDS 
YOU CAN PUT YOUR aly 

STAGING 

VENETIAN BLIND CORD 
CONFIDENCE IN THE sas conos 

CLOTHES LINES 

MASON LINES 

FISHING LINES 

NYLON CASTING LINES 

STARTER ROPE 

JUMP ROPE 

MOP HEADS 

WRAPPING TWINES 

KITCHEN LINES 

EXPRESS TWINES 

CHALK LINES 

PARCEL POST TWINES 

POLISHED IWDIA TWINES 

PLASTIC CLOTHES LINES 

JUTE TWINE 


= MIKE) a 


if you display the I Oe 


MIKE line it sells— 


ART. 412 








WIRE SELF SERVICE DISPLAY RACK 


Construction: All metal Black Wrought Iron finish 
Dimensions: Height 57°4”, Width 2242", Length 17” 


Weight: 21 pounds 


Freight Allowances: When shipped with a Mike 
order this rack will carry the same freight 
allowance as the order. When shipped alone 
the rack will be f.o.b. mill or warehouses. 


Price: $7.00 per rack 





al 
“{s 1 ORDERS OF $50.00 OR MORE, FREIGHT 


PREPAID. Orders of less than $20.00 f.o.b. Mill, 
Lawndale, N. C., Van Nuys, Calif., Marietta, Min- 
nesota, Dallas, Texas, or Waynetown, Ind. Orders 
of $20.00 to $50.00, freight allowed to $1.00 per 
cwt. Freight prepaid does not include extra charges 
incurred outside carrier's regular zone of delivery. 











LAWNDALE, NORTH CAROLINA 


a 
eve an | % ompany 7861 Sepulveda Bivd. Marietta 3104 Gaston Ave 
Von Nuys, California Minnesota Dallas 26, Texos 


ESTABLISHED IN 18673 Woaynetown, Indiana 
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offered also are two dispenser racks 
sold through wholesalers. The Colum- 
bian Rope Merchandiser requires 
only 22” by 12” of floor space and 
holds seven sizes of rope which can 
be cut to desired lengths. Another 
dispenser, the Colpack Rope Rack, 
holds four cartons of rope. Addition- 
ally, the company offers various 
counter display cartons and carded 
products, individually packaged such 
as starter ropes, jute, twine, mason’s 
line and Christmas twine. For more 
information— 
Circle No. 708 on coupon, pg. 72 


Ths HAuberoid Co., 500 Fifth Ave., 
New York 36, New York, manufac- 
turers of building .products, offers a 
wide selection of envelope stuffers, 
window display material, counter 
displays, and special store displays in 
numerous sizes, colors, and ma- 
terials. These include a 6-tier wire 
rack display for asbestos siding, rigid 
model boards, etc.; a two-piece metal 
entrance doorway sign; metal, flat 
wall sign; metal truck sign; a Day- 
Glo banner; and a color selector 
chart. Also included are a number 
of colorful counter displays on vari- 
ous products. For more information— 

Circle No. 709 on coupon, pg. 72 


Upson Brothers, Inc., 65 Broad St., 
Rochester 14, N. Y., offers a perma- 


nent, self-service display of all plastic 
construction at no extra cost for the 
TD-48 Holds-E-Zee screwdriver as- 
sortment. This Tenite display holds a 
stock of 48—17 types and sizes—one 
to six of a kind. Each driver is 
marked on the display for number 
and price for easy replacement when 
sold. For more information— 
Circle No. 710 on coupon, pg. 72 


Chas. O. Larson Co., P. O. Box 358, 
Sterling, Ill., manufacturers of wire 
goods, wire specialties and hardware 
construction sets for the do-it-your- 
self trade, has available for dealers 
envelope stuffers on Saw Horse 
Brackets and various construction 
sets, which may be obtained in mod- 
erate quantities without charge upon 
request. Counter models for three 
styles of Saw Horse Brackets and one 
style of Folding Leg Brackets are 
available without charge under cer- 
tain conditions through wholesalers. 
For more infromation— 

Circle No. 711 om coupon, pg. 72 


Scott-Atwater Manufacturing Co., 
Inc., 2901 East Hennepin Ave., Minne- 
apolis 13, Minn., in its “Advertising 
and Promotion Handbook for 1956” 
covers all of the sales promotion ma- 
terial available to Scott-Atwater 
dealers in 1956. This material includes 
free mats and ad builders; giant win- 


dow streamers which feature the 1956 
line; handout stuffers; line folder; 
color postcards; dealer decal; im- 
printed match books; service uni- 
forms; and copy for radio com- 
mercials. An indoor sign, in three 
colors, plastic, 50” x 14”, and illumi- 
nated by two fluorescent tubes, and 
an outdoor sign 72” x 36” illuminated 
by four fluorescent tubes are among 
the signs available. For more infor- 
mation— 
Circle No. 712 on coupon, pg. 72 


National Lock Co., Rockford, IIlL, 
will supply single- and double-column 
newspaper mats without charge to 
customers featuring National Lock- 
sets, Cabinet Hardware, Furniture 
Trimmings, and Tutch Latch. En- 
velope enclosures describing the 
same products are also available. For 
Locksets, a counter sign is offered 
without charge. The Select-a-pak 
merchandising plan introduced as a 
sales aid features screws, stove bolts, 
and hardware products packed in 
small compact boxes which have 
clear acetate sliding covers. Counters 
and display boards which enable re- 
tailers to display a complete line of 
hardware in a small compact space 
for the Wood Screw and the Stove 
Bolt assortments are given free. For 
more information— 

Circle No. 713 on coupon, pg. 72 

(More Sales Aid, pg. 80) 





The Complete Line. 
14 colorful models to fit every 
family purse! And every fam- 
ily is a customer—so South 
Bend’s variety helps you sell 
all requirements! 


The Quolity Line. 


Boasts 8 outstanding features: 
Grooved and Knurled Balls; 
Automatic Arch; Triple-Grip 
Handles; Rubber-Tip Mallets 
with Modern Design Heads; 
Rock Maple, twice seasoned, 


The Easy-Selling Line. 
Priced right with pocket-book 
appeal! Dress your floor and 
dress your sales with these 
colorful South Bend Croquet 
sets. Catch the eye of Dad, 
Mom, Sis and Brother! 


twice varnished in gay, deco- 


rator colors. 


So the profit way - 
souTH BEND CRO QuUET 


Every family is a customer for SOUTH BEND CROQUET 


America’s Family Game is more popular than ever—Subur- 


ban living with more and larger lawns—Greater interest in 


family recreation — Increasing entertainment at home! 


Write For 1956 Catalog. 


Contact your Jobber or Sales Representative. 


SALES REPRESENTATIVES 


East — Julius Levenson, 7 East 17th St., New York City 
Midwest — South Bend Toy Mfg. Co., South Bend, indiana 
South — Lovis Williams & Company, 3rd National Bank Building, 


ie, Tenn. 


Denver & Pacific N. W.—Leo Scherrer, 2840 West 93rd Street, 
Secttie 


7, Wash. 


‘ 


Calif, & S$. W.— Anderson Soles Company, 2330 West Third Street, 


Los Angeles 57, Calif. 
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HODELL CHAIN 


for every farm use 











UTILITY HANDY TIE-OUT PORCH-SWING 
CHAINS CHAINS CHAINS CHAINS 


There’s a big market for quality chain on the farm. Be ready 
to supply this need from the full line of high-quality welded 
and weldless chain produced by Hodell. Have Hodell 
Animal Chains readily available on your counter for cus- 
tomers. Display Hodell Pailettes with Proof Coil and BBB 
Coil Chain in a convenient location, too. 

You'll want full information on this line of chain, so 
write for your Hodell Catalog, today ...and be sure to ask 
your distributor for Hodell Chain. 


— 


TRACE HALTER L0G 
CHAINS CHAINS CHAINS 


7 


bowel 
=) =< 
PORE Con cea 

Fulette 


Hodell Pailettes are all-steel, re-usable containers 
. +» hold 100 Ibs. of Proof Coil or BBB Coil 
Chain in four sizes. 300, 500, 1000-Ib. barrels 
of Proof Coil or BBB Coil Chain also available. 


HODELL CHAIN COMPANY, Cleveland 3, Ohio 
| a Division of The National Screw & Mfg. Co. 





ational 
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“CHOICE for Qeailty the World tom 
For 70 Years" 


SMITH 


JIM DANDY 

Cert Sprayer 
‘*King of all 
sprayers." Easy 
to wheel. Easy to 
operate. Large 
rubber tire wheels 
have roller bear- 
ings. 12 ft. oil 
proof hose, 5 gal. 
tank. Pressure 
gauge. 


RITESIZE Sprayer 


‘*The ladies’ choice.’’ Light 
weight, Operates easily. 5 
ft. of] proof hose enables 
aser to set sprayer on 
ground and cover wide area. 
Adjustable nozzle. Unsur- 
passed. 


SMITH 
PEST MASTER GARDEN DUSTER 


smoothest and easiest 


World's lightest, 
working insecticide 
duster. Weighs 14 
Ibs. Non - rust, @ 
metal construction. 
rose bushes. Throws 
9 ft. dust stream. 
Nothing matches it. 
Fast seller. 


One filling dusts 200 


GARDEN KING 
LOW PRICED 
POWER SPRAYER 

a2 Gal. gepectty. For 
a spraying purposes. 
Briggs & Stratton motor. 
Double bladed mechani- 
eal agitator is exclusive 
feature. Rubber tired 
disc wheels. Very high 
quality. 


SMITH .-z5 Gol. knapsack Sprayer 


Finest knap- 
sack sprayer 
made. Pump 
easily For 
every spray- 
ing need. 


lever develops 
high pressure 


PRICES ALLOW ATTRACTIVE MARK-UP 


B. SMITH & CO 








Atlas Asbestos Co., North Wales, 
Pa., wick manufacturers, furnish, 
through wholesalers, metal merchan- 
disers and cardboard counter dis- 
plays with the purchase of merchan- 
dise. Two displays are the metal 
merchandisers for Glaswik and 
Flamemaster which not only keep 
100 foot rolls of these wick brands 
clean, fresh, and easy to cut, but re- 
mind customers to order wick. With 
the 5%’ rolls of Glaswik, Flame- 
master and Beswik, a counter display 
is furnished with every dozen in- 
dividual boxes of a size — the in- 
dividual boxes being packed one 
dozen to a counter display. For more 
information— 

Circle No. 714 on coupon, pg. 72 


McKinney Manufacturing Co., 
Pittsburgh 33, Pa., manufacturers of 
forged iron hardware, makes avail- 
able to dealers special window dis- 
plays promoting the company’s line of 
products. Also offered are a number 
of colorful and informative envelope 
stuffers of interest to home-owners 
and prospective builders, and a 
booklet designed to help in the selec- 
tion of hardware for the home. Deal- 
ers may obtain also a wide range of 
advertising mats. Currently available 
is an assortment of carded hardware 
complete with display rack. For more 
information— 

Circle No. 715 on coupon, pg. 72 


Midwest Tool and Cutlery Co., Inc., 
Sturgis, Mich., offers dealers a small 
wire display rack for merchandising 
its line of steel snips. The display, 
which takes up only one square foot 
of counter space can be displayed 
also in windows or can be hung on 
walls. The merchandiser contains a 
varied assortment of 12 snips with a 
retail value of $23.85. The rack shows 
stock number and retail price and 
enables the dealer to see at a glance 
those items in short supply. The dis- 
play rack is given free with purchase 
of the merchandise. Both are packed 
in one carton. For more informa- 
tion— 

Circle No. 716 on coupon, pg. 72 


Ocean City Manufacturing Co., “A” 
and Somerset Street, Philadelphia 34, 
Pa., is publishing a monthly news- 
letter for fishing tackle dealers. The 
publication is designed to give tackle 
dealers information so they can make 
more profit. For more information— 

Circle No. 717 on coupon, pg. 72 


The Patterson-Sargent Co., 1325 E. 
28th St., Cleveland 14, Ohio, publishes 
a complete catalog of suggested deal- 
er sales aids. These include radio 
commercials, window and outdoor 
signs, transfers for windows, fixture 
plans, suggestions for direct mail, 
give-aways, and window displays, and 
suggested copy for newspaper ads. 
For more information— 

Circle No. 718 on coupon, pg. 72 


O. F. Mossberg & Sons, Inc., P. O. 
Box 1302, New Haven 5, Conn., 
makes available to dealers a two-col- 
or window streamer promoting its 
line of guns, advertising mats, enve- 
lope stuffers, a sales manual, a color- 
ful counter card, gun rack, and Guide 
Book to Rifle Marksmanship. In ad- 
dition, the company offers dealers 
free electrotypes as well as radio and 
TV commercials. For more informa- 
tion— 

Circle No. 719 on coupon, pg. 72 


Champion DeArment Tool Co., 
Meadville, Pa., offers dealers a wide 
range of sales aids including imprint 
book matches, display boards and 
display rolls, newspaper mats, counter 
signs, decals, envelepe stuffers, and 
counter coats for sales personnel. 
Display boards offered include No. 26 
which is designed as a permanent dis- 
play. The 26 different pliers on this 
board are securely fastened in place 
and are lacquered to make an attrac- 
tive, long-lasting display. The board 
is %4” plywood, measuring 24” x 30”. 
Display boards 57, 75-A and 87, of the 
same size, are dispensing boards con- 
taining selected assortments or the 
complete line of pliers which may be 
sold right from the boards. No charge 
is made for the boards when mer- 
chandise is purchased, boards re- 
maining company property. Small 
412” pliers available in 5 different 
patterns are merchandised on 3-color 
display board and are also available 
in a velvet lined fitted case. Adver- 
tised as Channellocks “Little Champ” 
pliers. A counter promotion kit has 
been designed to contain 9 of the 
Heavy Duty Slip Joint pliers—four, 
6”; three 8”; and two, 10” patterns. 
Each plier is individually cartoned 
and all 9 pliers are packaged ina 
blue and white on silver foil carton. 
For more information— 

Circle No. 720 on coupon, pg. 72 


Bolens Products Division, Port 
Washington, Wisconsin, currently of- 
fers for dealer promotional use ma- 
terial for a colorful window display. 
a mobile display showing company’s 
complete iine of outdoor power equip- 
ment, a _ three-color identification 
banner with hangers illustrating the 
four lines of power equipment and 
explanatory literature on all prod- 
ucts. For more information— 

Circle No. 721 on coupon, pg. 72 


Chattanooga Royal Co., Chatta- 
nooga, Tenn., announces that it is 
backing its 1956 Royal Chef line of 
braziers and patio grills with an ag- 
gressive merchandising campaign. A 
new, larger outdoor cook book, which 
is sold for 25 cents, will be supplied 
free as a giveaway for dealers in 
building store traffic. Radio and TV 
spots, a colorful consumer folder, 
newspaper mats, cuts of individual 
grills and point-of-purchase material 

(Continued on page 82) 
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THE FIRST FLEXIBLE 
HARDWARE BOLT DISPLAY ! 


Choose the products 
you want-the sizes and 
types that best suit 
your individual needs 


This new SERVE YOURSELF Bolt Tray has been 
developed especially for the convenience of hard- 
ware dealers with the cooperation of the National 
Retail Hardware Association. 

The tray was designed to fit the standard islands, 
gondolas and wall counters recommended by 
NRHA. They can be used either singly or in 
groups. 

Here’s the ideal Serve Yourself time-saver for 
busy hardware dealers ...and an effective way 
to increase profitable “turnover” of your entire 
bolt and nut stock. 


Order from your Lamson distributor or 
write us for complete information. 


HERE'S HOW 
THE LAMSON 
SERVE YOURSELF 
BOLT TRAY FITS 
YOUR STORE PLAN 


The Lamson & Sessions Serve Yourself Bolt Tray is 
available stocked with five standard assortments of 
the fastest selling items: Cop Screws, Machine Bolts 


“ 
+ ‘ 
4ep asso° (2 assortments), Stove Bolts and Corriage Bolts. All 


NRHA APPROVED products are Brite-Plated with nuts attached 
DISPLAY The Serve Yourself Tray may be purchased empty 


of. and stocked with your own selection of products. 
(+ _/v LAMSON & SESSIONS (7 
(6 
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1971 West 85th Street - Cleveland 2, Ohio 
PLANTS AT CLEVELAND AND KENT, OHIO + BIRMINGHAM + CHICAGO 





HIDDEN VALUES 


®@ These exclusive MALL motor 
and design features combine to 
give a powerful drill that will 
render years of trouble-free per- 
formance with minimum main- 
tenance. 


MALL manu- 
factures a com- 
plete line of 
power tools and 
attachments 
for every need 
... forthe home, 
shop, farm and 
industrial user. 


ECONOMY 
PRICED! 


MALL direct- 
to-dealer dis- 
tribution as- 
sures lowest 
economy prices 
for high quality 
tools. 


MALL TOOL COMPANY 
Portable Power Tools Gasoline : Electric: Air 
7714 5%. Chicage Avenue, Chicago 19, lil. 
Please send facts about a MALL 
Dealership. 














will be available. All of these aids 
are being offered dealers free of 
charge or at cost. For more informa- 
tion— 

Circle No. 722 on coupon, pg. 72 


Wickwire Brothers, Inc., Cortland, 
N. Y., offers for dealer use a mer- 
chandising kit containing colorful 
posters and folders promoting the 
company’s line of wire products. Ex- 
tra posters for windows and folders 
for counter give-aways and envelope 
stuffers are available in addition to 
ad mats of company products. For 
more information— 

Circle No. 723 on coupon, pg. 72 


The Moto-Mower Co. of Richmond, 
Ind., offers to its dealers a new sales 
promotion book entitled “I’m Your 
Moto-Mower Sales and Advertising 
Guide.” Through cartoon treatment 
this includes tips and suggestions on 
salesmanship, conducting demonstra- 
tions, and setting up window displays. 
It also describes the newspaper mats, 
TV film and radio commercials which 
are available without charge to the 
dealer. Additional dealer aids include 
colorful consumer folders, window 
streamers, catalog sheets, a national 
coupon inquiry service and a yellow 
page telephone directory trade mark 
heading. A tabloid newspaper for 
store and mail distribution “Lawn 
Secrets” is available at $10 per thou- 
sand. Lawn care portfolios which in- 
clude one tabloid, one set of catalog 
sheets, one consumer folder, one re- 
tail price list in a string-tied carton 
are offered at $10 per hundred. For 
more information— 

Circle No. 724 on coupon, pg. 72 


Shopmaster, Inc., 1214 So. Third 
St., Minneapolis 15, Minn., offers its 
dealers the DK-55 Merchandiser 
which the company describes as a 
complete power tool department set 
up in a 3’ x 5’ floor area. Six of the 
fastest moving tools and 17 basic ac- 
cessories for each tool are included. 
All tools are properly merchandised 
and displayed on a floor model steel 
stand with a peg board back for the 
display of accessories. The unit is fin- 
ished in chartreuse and red and has 
an SM insignia fastened to the top 
of the display. Although designed 
primarily for power tools, its stand- 
ard step up design allows merchan- 
dising of other items during off sea- 
son months. For more information— 

Circle No. 725 on coupon, pg. 72 


Foley Manufacturing Co., 3300 5th 
St., N. E., Minneapolis 18, Minn., con- 
tinues its 14-Day Trial offer on 18” 
and 20” deluxe Foley mowers, as a 
promotional aid to dealers. A cus- 
tomer is allowed a 14-day trial on 
his lawn. If not satisfied, he may re- 
turn the mower and get his money 
back. The dealer has nothing to lose 
as the company states that it will re- 
place the used mower whenever re- 


quested. A window streamer and ad- 
vertising mats also are available. In 
its advertising program, a two-column 
six-inch mat will be run free in any 
dealer’s local paper if that dealer 
will purchase three deluxe model 
mowers (excluding Demonstrators 
and Scotsman models). In metropoli- 
tan areas the dealers will be listed, 
free, on a big dealer listing ad. Un- 
der the co-op ad plan, after the first 
ad is run free, the company will then 
cooperate on a 50-50 basis with deal- 
ers on their future Foley mower 
newspaper advertising when using its 
standard ad mats. For more informa- 
tion— 
Circle No. 726 on coupon, pg. 72 


The Shakespeare Co., Kalamazoo, 
Mich., is now providing, upon re- 
quest, a tie-in news mat service for 
tackle dealers. The product ads in the 
mat service are miniature versions of 
larger national ads on brand name 
tackle items currently being featured 
in 1956 Shakespeare national acver- 
tising. Copy ideas and advertising art 
used in the national program have 
been adapted to these 1-column, 3- 
to 4-inch ad miniatures which can be 
used alone (with dealer store identi- 
fication) or grouped with other items 
featured in the reguiar block-type 
newspaper store advertisement. The 
3-page set of tie-in news mats is be- 
ing offered without charge. For more 
information— 

Circle No. 727 on coupon, pg. 72 


True Temper Corp., 1623 Euclid 
Ave., Cleveland 15, Ohio, has devel- 
oped for its ““Tool-Up-Time” program 
kits to aid dealers in their garden 
tool promotion. Various four-color 
store posters and banners, newspa- 
per ad mats, catalogs, and radio and 
TV scripts are offered without 
charge to the dealer. A dealer mailing 
folder also is available. For more in- 
formation— 

Circle No. 728 on coupon, pg. 72 


Cleveland Mills Co., Lawndale, N 
C., offers a printed corrugated floor 
display rack for merchandising the 
complete line of Mike twine and 
cordage. Approximately 4’ high, this 
stand has five shelves with dividers, 
making 10 display compartments. 
White on the outside with blue bins, 
the stand is printed in red and blue 
For more information— 

Circle No. 729 on coupon, pg. 72 


John Sunshine Chemical Co., Inc., 
600 W. Lake St., Chicago 6, II1., offers 
its 12 - 2 oz. tubes of Pipe Joint Com- 
pound individually boxed and packed 
in the former Display Box. News- 
paper mats or electros are furnished 
free upon request. Electros or news- 
paper mats also are furnished free 
upon request for the Mitee Thread 
Cutting Oil which now features the 
new reversible spout as standard 

(Continued on page 86) 
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To sell mowers, you're going to have 
to sell a new kind of mower buyer this 
—_ The replacement buyer, one who 

has previously owned a power mower, 
is that new kind of mower buyer. In 
1955 he bought only 30% of the mow- 
ers sold. But in 1956, 52% (over half) 
of the mowers sold will be bought by 
this replacement buyer. So it is im- 
portant to understand what makes the 
replacement pros buy, so you will 
best be able to sell him. 

First of all, he’s the same buyer who 
P< buying washers, dryers, TV sets, 

new cars. In purchasing these 
predicts, he demands modern. styling, 
maximum convenience, easy operation. 
The replacement buyer will demand 
these same benefits in his 1956 mower. 
He probably will not buy the mower 
without major improvements over the 
one he bought several years ago. 

And, of course, these buyers will ex- 

to see improvements in the heart 
of the mower . . . the engine. Old fash- 
ioned a pearance, lack of new conve- 
nience features and outdated perform- 
ance of the mower engine can cause 
you many lost sales in 1956 

Recognizing these factors, Power 
Products Corporation made an exten- 
sive survey of mower users to deter- 
mine what users would want in 
their next mower engine. Then Power 
Products designed and built the que 
to meet these consumer de 


Crisp, Modern 
Styling 
This is an impor- 
tant consumer 
Just as 
in cars and most | 
other everyday / 
products —style 
is the new “Buy 7 
Word”. The 1996 Power Products en- 





This Year’s 

Power Mower 
Customers 

Won't Be Amateurs 


New consumer study shows that over half 


of the buyers of power mowers in °56 


will have previously owned a power 
mower, and over 90% will have at least 


used a power mower before. 


gines have that crisp, modern design 
consumers demand, plus attractive 2- 
tone color styling of engine and shroud. 

hese engines are proud showpieces 
and will give the 1956 mower buyer 
something he can be proud to have in 
his yard 


Instrument 
Panel Control 


Mower buyers 

are demanding 

convenience and 

this is it. A sin- 

gle control . 

right on top ‘of 

the engine .. . 

handles the start, 

run, idle and stop functions of the en- 
gine. It is no longer necessary for the 
user to reach under a messy engine to 
find the choke lever, no danger of a 
shock from the stop lever. This is true 
fingertip control . . . real customer con- 
venience, and a feature that will sell 
many mowers in 1956. 


Truly, Quiet 
Operation— 


How many times 

have your cus- 

tomers asked you 

this? Well, the 

new, exclusive 

Power Products 

Hush-Tone Muf- 

fler makes these 

engines practi- 

cally whisper j 
while they work. 

Amazingly quiet when cutting grass, 
you wonder if it’s running when on 
idle. The Power Products Hush-Tone 
Muffler is the answer the mower buyer 
will be looking for to help him keep 
his neighbors as friends on Sunday 
mornings this summer. 
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Power Packed, 
Convenient Operation— 


Power mower buyers say they will also 
be looking for better mower perform- 
ance . . . which means better engine 
performance. The Power Products en- 
gine has twice the firing action which 
means better engine “pick-up” —quick- 
er response even in tall grass. Mower 
buyers know that lightweight means 
less work, and this Power Products en- 
gine is 40% lighter than many so-called 
“lightweight” engines. And the 1956 
mower buyer knows it is no longer 
necessary to tolerate the mess and fuss 
of dirty oil checking, adding or drain- 
ing. The Power Products engine uses 
modern, pre-mixed fuel secured once 
or twice a season from the local gas 
station. 

The above chart, taken from an ex- 
tensive consumer analysis, points out 
that over half your mower sales in ‘56 
are going to be to experienced mower 
users. Being an accepted appliance to- 
day, new buyers have usually tried 
their neighbor's power mower before 
they buy their own. So be sure you get 
all the sales by having mowers with 
the engine that best meets the 1956 
buyer’s demands—the Power Products 
engine. 

Incidentally, mower buyers will be 
reading all about these consumer in- 
spired engines regularly in the leading 
consumer magazines this spring. They'll 
be looking for them. 


Power Propucts CorPoRATION 
Grafton, Wisconsin 
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the fastener 
that helps sell 
high profit 
fixtures! 


_ BILTRITE | 


VINYL PLASTIC 


GARDEN HOSE) 
and SPRINKLERS 


... by one of the world’s largest pro- 
ducers of vinyl and rubber products. 


Biltrite Hose and Sprinklers help sell 
themselves. Brilliant colors . . . hand- 
somely finished solid brass fittings ... 
merchandising ... packaging . . . point- 
of-sale information — everything has 
been designed to give the Biltrite line 


GRIPS FIXTURES TO WALLS! more buy appeal to sell more for you. 


Enjoy, greater impulse sales of your profitable 
wall and bathroom fixtures when your customer BILTRITE 10-STAR 


learns how simple it is to fasten them with @e Lighter and more 
WALLGRIPS. 170-piece merchandiser contains flexible, yet more durable 
50 each of 1/8 S and 1/8 L; 25 each of 3/16 S @ Won't rot, crack, chip 
and 3/16 L; 10 each 1/4 S and 1/4 L — for or peel 
light, medium and heavy fixtures. All sizes . enti peatesnenss 
available for Standard Shelf St % nickel-plated io rass 
reinforced boxes. os & aoe fittings 
@ 25-feet and 50-feet 
Nationally advertised in Good House- 
conan ya Better Homes and 
lens, American Home, P 193 . > * Qe > 
Siiiten Peguier Moechanion a Also av ailable : BILTRITE 8-STAR 
Parm Jouraal and Country Goatiomam, and 5-STAR hose. Guaranteed 8 and 
The Home Craftsman, House Beautiful 5 years, respectively. 
Building Manual, etc. 


TAR TRIPLE-TUBE 
be STAR EXPANSION, SPRINKLER-SOAKER 


142 Li 2 7 \ @ Lies flat, won’t roll over 
ns Uberty Swwent, Mow Vork 6, 0. v. @ Nickel-plated solid 


TAR Exp brass fittings both ends 
X STAR EXPANSION , @ Widely distributed spray 
142 Liberty Street, New York 6, N. Y. ay . . » reversible for use 


as soaker 
FREE! Please rush sample of WALLGRIP PLASTI-CARD @ 25-feet and 50-feet 
package and catalog sheets. 
Nome 
Address 


City Zone State 








Bronches in all Principal Cities Dept. SH-3 
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away with the old oaken bucket! 


WATER-B 


oY 


oe 2 
tenet ceeenenell 
- 


el 


le 


... feature 





NOTE THESE IMPORTANT 





CONSTRUCTION FEATURES 





Hot- Dipped 
Galvanized Breast 


Corrugated Sides 


a amen 


Extra Deep Bottom 


Riveted Handles 


Fully Enclosed Cover 
te Aeenercmotees 











Extra Large Air Space 
For Better Insulation 


Hot-Dipped Galvanized 
Inset, Guaranteed Not 
to Rust or Leak 





Brass-Nickel Plated, 
Recessed Faucet 


Non-Movable 











al 


+ _Inset Support 





— 


A complete 


Keeps water sparkling clean 
... keeps coffee, lemonade 
and other beverages 
odor-free, taste-free 


Non-Toxic coating approved 
by the Food and Drug 
Administration. 


Here’s the modern way to keep drinking water spar- 
kling pure and refreshingly cool! DeLuxe WATER 
BOY portable coolers go everywhere... do a better 
job of keeping men on the job. 


WATER BOYS are big, rugged, built to take abuse 
on construction and logging work, in oil fields, ware- 
houses, service trucks—everywhere men work. Ideal 
for hunters and fishermen, too. 


Stock and feature these versatile water coolers. In 
popular 2, 3, 5 and 10 gallon sizes, they’re made of 
quality materials and carry the DeLuxe name. Point 
out the “extras”... they'll build extra sales and 
extra profits for you! Order from your jobber today. 


THE SCHLUETER MFG. CO. « ST. LOUIS 7, MO. 
line of galvanized ware, tinware and other specialties 


SOUTHERN HARDWARE for MARCH, 1956 


85 





equipment. If a dealer has any stock 
of these cans without spouts, the com- 
pany will send sufficient spouts with- 
out cost. A red “S” identifies those 
cartons containing cans with spouts. 
For more information— 

Circle No. 730 on coupon, pg. 72 


American Biltrite Rubber Co., 22 
Willow St., Chelsea 50, Mass., pro- 
vides dealers with a group of ad- 
vertising mats for Biltrite Garden 
Hose and Sprinklers. The Biltrite 10- 
star Hose is packed with a special 
corrugated display carrier. Also avail- 
able is a special three-piece display, 
specially easeled to stand alone or 
mount on a three section pole which 


is also supplied, to serve on counters, 

in windows or mass display within 

the store. For more information— 
Circle No. 731 on coupon, pg. 72 


The Edwin H. Fitler Co., Phila- 
delphia 24, Pa., offers several sales 
aids for dealer use in merchandising 
Fitler products. (1) A _ cardboard 
counter display containing 100 ft. 
connected coils of manila or sisal rope 
in sizes %4”, 5/16”, 3%” and %”. (2 A 
lightweight wire rope rack for Fitler 
Octagonal Boxed Rope that requires 
only 20” x 30” of floor space to dis- 
play and dispense four sizes of rope. 
A small charge is made for this rope 
rack when ordered with 140 lbs. or 





Get in 
on the 


ux 
m iti 
—_ competitive: 


h and 
e jlities, 
tion facie eliver 


With unsur 
re 


* 18-in. cutting width 


* Safety-Built design 


* Exclusive Hi-Lift blade 


* Smart, modern appearance 


Act now... CALL, WIRE OR WRITE! 
PROPULSION ENGINE CORPORATION 


SOUTH MILWAUKEE, WISCONSIN 
Subsidiary of Food Machinery and Chemical Corporation 





more of rope. (3) A rope merchandiser 
that handles seven sizes of rope 
displays, measures and cuts rope to 
desired length. A small charge is 
made for this merchandiser, shipped 
freight prepaid. (4) An attractive box 
containing Fitler Polyethylene Water 
Ski Tow Rope or Fitler Manila Water 
Ski Tow Rope. There are six boxes to 
a master shipping carton. 

To all dealers handling Fitler 
Brand Manila Rope, Fitler will 
furnish a Blue and Yellow laminated 
metal sign for counter or wall use. 
For more information— 

Circle No. 732 on coupon, pg. 72 


Keuffel & Esser Co., Adams and 
Third Sts., Hoboken, N. J., offers a 
counter display containing the HF 
Assortment of Wyteface steel tapes. 
The display is compact and colorful 
and measures 17 inches wide by 7% 
inches high. The assortment consists 
of eight tape rules in various lengths 
and one 50 foot tape. For more in- 
formation— 

Circle No. 733 on coupon, pg. 72 


Carolina Washboard Co., Raleigh, 
N. C., offers a colorful display carton 
which contains the following assort- 
ment of Carolina Fishing Floats: 4 
doz. No. 000, $.90 per doz.; 4 doz. 
No. 00, $.90 per doz.; 2 doz. No. 0, 
$1.20 per doz.; 2 doz. No. 1, $1.20 per 
doz.; 2 doz. No. 2, $1.20 per doz.; 1 
doz. No. 3, $1.50 per doz. — list price 
is $16.00. For more information— 

Circle No. 734 on coupon, pg. 34 


Propulsion Engine Corp., 311 
Marion Ave., South Milwaukee, Wis., 
offers a number of dealer helps to 
cover its Mow-Master and Mowa- 
matic power mowers. Display ma- 
terial includes a Jumbo size Product 
Identification Tag to hang on the 
mower handle. A Window Display 
Banner, 2-color, 17” x 30”, features 
Mow-Master rotary mowers, and is 
designed for display window or wall 
use. Ad mats featuring Mow-Master 
rotary mowers and Mowamatic reel 
type power mowers and also Grind- 
A-Leaf pulverator attachment for 
Mow-Master rotary mowers, are 
available in one, two and three col- 
umn sizes. For more information— 

Circle No. 735 on coupon, pg. 72 


Aladdin Laboratories, Inc., 620 So. 
8th St., Minneapolis, Minn., encloses 
a dealer merchandising kit in each 
box of six JON-E’ Hand Warmers. 
Included is a cardboard counter dis- 
play, a four-color folder stuffer, a 
window streamer and a dealer’s re- 
turn order post card for additional 
material. Four-color, self-adhering, 
clear acetate, 10” x 24” window post- 
ers for glass doors, display windows 
and display cases are now available 
from the company, direct. For more 
information— 

Circle No. 736 on coupon, pg. 72 

(More Sales Aids, pg. 90) 
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That's the secret of Jackson's top quality 
Water Heaters! 


Checked BEFORE the tank is ever 

ff galvanized — no tank goes through 
that can’t pass Jackson's rigid air 
pressure test! 


no space is overlooked where rust 


Checked DURING galvanization — 
lf could creep in! 


Checked AFTERWARD — no 

wf heater leaves the factory without 
the American Underwriters and 
A.G.A. air and water test. 


That's the secret with a Jackson 
product. The “bugs” are caught at 
our factory—not after installation. 


AND, WHAT'S MORE: 


Every Jackson Gas or Electric Water Heater — 
Galvanized or Glass-Lined, carries the JACKSON 
WARRANTY. 


Wire, write or phone today for 
information on the COM- 


PLETE Jackson line of Gas 
and Electric Water Heaters. 


W. L. JACKSON MANUFACTURING COMPANY 


1222 EAST 40TH STREET CHATTANOOGA 7, TENN 


SOUTHERN HARDWARE for MARCH, 1956 





Ace Sell’ ays 
ASS Eis | CUMBERLAND 


and you sell comfort, quality, 
mm customer satisfaction 
a complete line of hunting and fishing clothes 


More and more jobbers and dealers across the country 
are taking on the great Cumberland line . . . and for 
good reason. 

They know what their sportsmen customers want in 
hunting and fishing clothes — and Cumberland has it. 
Built-in features for comfortable outdoor wear in any 
weather — smart appearance with eye appeal and sales 
appeal — and a good reliable name with 75 years of 
manufacturing know-how behind it. Look at the rest 
. .. then call your Cumberland jobber or write us. 


«+» THEY HELP 
YOU CASH IN 
ON A BROADER 
MARKET 


Designed for budget-minded 
gardeners, these new, precision- 
built models are selling fast! 
The minute you sell a Hayes 
Spray Gun, the buyer 
immediately needs garden 
chemicals—so you make another 
quick, extra profit. Besides, 

you then have a customer for 
“repeat sales” of spray materials 
and other garden items. 

Hayes Spray Guns are worth 
more ause they mix, 
proportion and apply spray 
materials more efficiently than 
any other method of application! 
This is why there’s an “OK'd” 
tag on every Hayes sprayer, 
listing the leading manufacturers 
of garden chemicals who 

have tested* and approved 
Hayes Spray Gam for 

use with their products. 

Hayes offers the most complete 


Hayes-Ette — 
New 1% gallon 
sprayer. Thumb- 
touch control 
orifice. 


Hayes 142 —New 
1% gation 
sprayer with 
wide mouth jar 
for ease in fi 


%1268 FISHING JACKET #1470 FISHING PANTS 


ine of garden hose sprayers 
on the market—models for every 
spraying need. 


ing. Thumb- 
touch control 
orifice. 


er 2:) 


Order today from your nearest jobber! 


HAYES SPRAY GUN COMPANY 





loaded with features and a sales 
leader in any store. Made of Fisher- 
man's poplin in Outdoor Green color, 
water repellent treated. Double ma- 
teriol throughout except sleeves. 
Plenty of pockets and removable fish 
creel. Zipper front, lambswool patch 
for fly drying and loop ond snap tob 
to hold rod. 





Tops in comfort and sales. Made of 
Fisherman's Poplin in Outdoor Green 
color, water repellent treated. Snap- 
over tab bottoms stay fast in boots 
or woders. Extra deep and strong 
pockets. Zipper fly and snap flaps on 
hip pockets 





#1579 
FISHING CREEL 


a 


Made to sell olf your 
customers and given 
holf a chonce, it will 
Fisherman's Poplin in 
Ovtdoor Green color, 
water repellent treated. 
Special “pops open — 
snaps shut” top closure. 
Weoterproof, washable 
lining. Screen ventilation 
ot both ends large 
pockets and adjustable 
shovider strops 


THE AMERICAN PAD & TEXTILE CO. 


Sportswear Division 
GREENFIELD, OHIO 
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A sure way to lose a fisherman! 


~ te 6 one” 
ey 2 SS es a a 


ee oN OE 
y ws . 
SS 


CURRIER AND IVES PRINT FROM THE COLEMAN 


= 


COLLECTION, SOUTH OTSELIC,. NEW YORK 


A sure way to land him! 


To land a fisherman, a dealer must use the right 
lure. And there’s none better than a complete 
stock of Gladding lines. 

First, there’s a Gladding line for every kind of 
fishing. For example, top ranking big game sport 
fishermen swear by Donegal. It’s the finest linen 
Cuttyhunk line money can buy. Bub-L-Ett is 
Gladding’s amazing combination fly line. A forty- 
five foot taper of air-bubble construction, backed 
by seventy-five feet of fray-proof monobraid. And 
Clearon, is a new kind of monofilament; so clear, 


IF IT'S GLADDING 
IT’S GUARANTEED 


en 


it’s invisible in any water. 

You can count on making a satisfied customer 
when you sell a Gladding line. Because Gladding 
is the quality brand in fishing lines—nationally 
advertised—it sells easily. Stocking Gladding means 
more dollar volume for the dealer... and more 
profit, too! 

If you are not among the thousands of dealers 
everywhere stocking Gladding lines, ask your job- 
ber or write for full information today. We guar- 
antee good fishing and good selling with Gladding. 


AT YOUR 
FAVORITE DEALER 


B. F. GLADDING & CO., INC. * SOUTH OTSELIC, NEW YORK 


SOUTHERN HARDWARE for MARCH, 1956 








FOR EASY PROFIT 
DISPLAY AND SELL 


AND COMPLETE LINE OF 


TURNBUCKLES PRODUCTS 


BOX 333, MICHIGAN CITY, INDIANA 
FACTORY: GRAND BEACH, MICHIGAN 
“One good turn (buckle) deserves another” 








New 
DOUBLE EDGE 


Hack Saw 


Now ONE hack saw blade 
for cutting all thicknesses 
of metal. Home owners 
and mechanics will really 
go for this new flexible 
blade. 


Individually carded 





Moe Light Division of Thomas In- 
dustries, Inc., Fort Atkinson, Wis., has 
available for dealers a number of 
ceiling, wall, and counter merchan- 
dising display deals, including a re- 
cessed box display unit. The lighting 
fixtures are displayed on peg board. 
On these deals all fixtures are in- 
dividually packaged and are shipped 
directly to the dealer, master packed 
and equipped with mounting and wir- 
ing kits, plus complete display unit 
and merchandising sales helps; rail 
freight prepaid at Hopkinsville, Ky., 
on all fixtures and display units. Ad- 
ditional aids include free advertising 
mats, product shots of fixtures, a 
variety of full color catalogs, bro- 
chures, envelope stuffers, and promo- 
tional flyers. For more information— 

Circle No. 737 on coupon, pg. 72 


Adjustable Clamp Co., 437 N. Ash- 
land Ave., Chicago 22, Ill, offers free 
electros and mats to interested deal- 
ers for its “Jorgensen” and “Pony” 
clamps (“C” Clamps, Clamp Fixtures, 
Bar Clamps, MHandscrews, Press 
Screws, etc.). Also a wide variety of 
pages and stuffers for counter use, 
for “homecrafters,” school shop 
teachers, welders, woodworkers, etc., 
are available. For more information— 

Circle No. 738 on coupon, pg. 72 


Alan Wool Steel Co., Conshohock- 
en, Pa., has available copies of its 
A. W. Cut Nail descriptive leaflet. 
The leaflets can be supplied imprint- 
ed with the dealer’s name, address 
and telephone number for use as en- 
velope stuffers. For more informa- 
tion— 

Circle No. 739 on coupon, pg. 72 


W. L. Jackson Manufacturing Co., 
Inc., 1216-1226 E. 40th St., Chatta- 
nooga, Tenn., offers to dealers four 
envelope stuffers featuring gas and 
electric water heaters and electric 
floor furnaces. A fifth is soon to be 
added, featuring glass-lined water 
heaters. Advertising mats are also 
available. For more information— 

Circle No. 740 on coupon, pg. 72 


Revere Copper and Brass, Inc., Box 
111, Rome, N. Y., has a wide assort- 
ment of dealer sales aids available for 
use in promoting Revere Ware 
utensils. These include a large Revere 
Ware trade mark plaque, envelope 
stuffers, advertising mat service and 
cooperative newspaper advertising 
program. They also have a new elec- 
tric flasher display unit available at 
a modest cost. For more information— 

Circle No. 741 on coupon, pg. 72 


The Weber Lifelike Fly Co., Stev- 
ens Point, Wis., offers a new three- 
tier revolving rack which is said to 
occupy less than one square foot of 
counter space and is 334 inches high. 
Over 200 standard Weber assortments 
of lures and other tackle items on 


wide or narrow panels will fit this 
unit. In addition to the three-tier 
unit, individual units are also avail- 
able. A free Revolving Rack is of- 
fered for spools of “Tynex” spinning 
line and a number of dispiay boards, 
boxes and racks are available. For 
more information— 
Circle No. 742 on coupon, pg. 72 


Utica-Duxbak Corp., Utica 4, N. 
Y., has available for dealers a com- 
plete mat service covering the com- 
pany’s line of sportsmen’s clothing. 
Offered also is colorful corrugated 
display material for window back- 
grounds or for use on TV programs. 
Other sales aids include window 
streamers, counter cards, and litera- 
ture for mailing. For more informa- 
tion— 

Circle No. 743 on coupon, pg. 72 


Southern Screw Co., Statesville, N. 
C., offers without charge to dealers 
a Dealer Chart, giving complete in- 
formation on wood screws and stove 
bolts. The chart is of heavy card- 
board, punched for hanging and cov- 
ers information on wood screws as 
follows: list price per gross for slotted 
steel and brass; net price per gross 
figured on the basis of various dis- 
counts; how to determine size, length 
and head style; pilot and shank clear- 
ance hole recommendations chart; and 
shipping weights. Stove bolt infor- 
mation included is as follows: list 
price per gross; net price per gross 
figured on the basis of various dis- 
counts; and shipping weights. For 
more information— 

Circle No. 744 on coupon, pg. 72 


Plymouth Cordage Co., Plymouth, 
Mass., offers dealers a wide range of 
promotional literature, colorful point- 
of-sale displays, and several rope dis- 
pensers. Literature includes pam- 
phlets on use of rope on farms, on 
boats and in industry. Dispensers in- 
clude the SalesRak which sells rope 
off the spool in any length up to 300’. 
The Salesmaker, available in counter 
or floor models, holds seven sizes of 
rope which can be cut on dispenser 
to desired length. A cardboard dis- 
play occupying less than two feet of 
floor space is available for merchan- 
dising an assortment of ropes and 
twines. All sales aids are available 
through Plymouth wholesalers. For 
more information— 

Circle No. 745 on coupon, pg. 72 


Libbey - Owens - Ford Glass Co., 
608 Madison Ave., Toledo 3, Ohio, has 
available for dealers a catalog show- 
ing a complete range of sales aids. 
These include envelope stuffers and 
self-mailers, ad mats and radio 
commercials, product literature, win- 
dow streamers and counter cards. For 
more information— 

Circle No. 746 on coupon, pg. 72 
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| anne Spinning Reel 


MODEL 33 Designed especially 
for American fishermen, the fast- 
selling ZEBCO Spinning Reel is 
truly revolutionary. No longer does 
your customer need an “educated” 
finger to control the cast. 

Instead, he merely depresses 
the simple thumb control, then re- 
leases it as the rod tip moves 

$19.50 forward, and the lure (as light as 
with 150 yrds he cares to use) is on its way in 
a thet tee the easiest cast he ever made. 
ne tastatied* A turn of the crank picks up the 
line to start a liquid-smooth re- 
trieve. Big one on the hook? A 
turn on the handy drag button 
Gene coun e's cone tightens the line to slow the fish 
record with this 70-lb. cobic, ond keep him fighting all the way! 
olet 1 2E8CO Coming Ree! of Remind your customer that the 
the mouth of the Colorodo River Model 33 fits straight-handle 
in the Gulf of Mexico. coon 

spinning rods or the more comfort- 

able handle of the off-set type. 
To send your reel sales NEW BEDFORD ROPE 


climbing, display and demon- a . 
strate the reel which takes the ... first on the Clippers, 


headaches out of spinning! 
first choice on modern vessels. 


peut ZEBCO Casting Reel And first in hardware stores because New 


ee 11 The improved version of +o 
et h 
the original standard ZEBCO, the Bedford Rope meets modern merchandising 
reel which made backlash a thing standards ... 
fF he. pen. Packed in attractive, self-dispensing dis- 
@ Stainless steel covers 
@ Interchangeable spool 


Caught with a ZEBCO! 


play cartons that: 


of 10-Ib. test 
monofilament 
line in- 
stolled.* 


$17.50 
with 100 yds. 
of 6-Ib. test 
monofilament 
line in- 
stolled.* 


@ Handy ZEBCO thumb control 
@ Improved spinner head for 
lighter lures 


supe ZEBCO Casting Reel 


¥ 


ODEL 22 A performance-proved 
favorite which in just two years 
has become one of America's most 
popular casting reels! 

@ Improved adjustable drag 

@ Liquid-smooth retrieve 

@ Stainless steel! covers 

@ Handy ZEBCO thumb control 


*Extra spool! without line $.75; with 4, 6, 8, or 


10-ib. test 


i line i lied $2.00 





Demonstrate a ZEBCO, and you've made a sale! 


WATCH FOR ZEBCO ADVERTISING IN ALL 
THESE LEADING OUTDOOR MAGAZINES! 


ZEBCO COMPANY [eld Stream 


Tulsa, Oklahoma 
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% Hold full or half coils. 
% Keep rope clean. 
% Keep rope coiled. 


Rope is pre-measured: 


% Factory marked every ten feet. 
% Sell every inch—no remnants. 
% Sell right from the carton. 


Available at your Jobber 


NEW BEDFORD 


CORDAGE COMPANY 


NEW BEDFORD, MASSACHUSETTS 
Serving the Maritime Industry Since 1842 
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Fire Extinguisher 


An instant action Fire Extinguisher 
at a popular price is announced by 
The Lenk Manufacturing Co., Boston 
15, Mass. The new Fire Extinguisher, 
which is an Aerosol Spray type, is 
said to put out all kinds of fires, in- 
cluding oil, grease, electrical, rubbish, 
etc. 


When in use, the Lenk Fire Ex- 
tinguisher produces a heavy spray 
over 10-feet long. The manufacturers 
state that as long as there is liquid in 
the container, it is an effective fire 
extinguisher. For more information— 

Circle No. 183 on coupon, pg. 72 


“Junk Jars" 


Fingertip storage for various small 
items used in the home nails, 
screws, buttons, spices, seeds and 
hobby supplies—are provided by 
“Junk Jars,” a recent addition to the 
line of “Peg-Board” panels and 
hanging fixtures manufactured and 
distributed by the B. B. Butler Man- 
ufacturing Co., Inc., 3150 Randolph 
St., Bellwood, Il. 

No tools or screws are needed to 
hang the new Junk Jars on “Peg- 
Board” panels. A hanger clip is in- 
serted in the panel, and the jar-top 
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bracket is slipped down and inter- 
locks with the clip. The jar, 3% 
inches deep and two inches in 
diameter, is pushed in place and is 
held firmly in position. 

Ten Junk Jars are packed, com- 
plete with hanger clips and jar-top 
brackets, in a colorful display carton 
that folds back to show the product 
in use. Five-ounce, wide-mouth glass 
jars are manufactured by Owens- 
Illinois Glass Co., Toledo, Ohio. For 
more information— 

Circle No. 184 on coupon, pg. 72 


Air Dri Unit 


Air Dri, a unit to eliminate mildew 
and mold, is announced by Air Dri 
Associates, 6706 Central Ave., St. 
Petersburg, Fla. 


a * ~ Ol 


Ne 


For more information on these new products 
use the return free post card on page 72 


Air Dri is a hollow tubular alumi- 
num resistance-wire heating element 
in a blue steel box, 3” x 3” x 9”, with 
smooth rounded corners and a hole 
at the top and bottom. It is equipped 
with cord and plug, operates on AC 
or DC current, 115 volts, and uses 
only 25 watts. A hole in the back 
plate allows it to be hung on a nail 
or screw. 

The aluminum inner core heats in 
a few moments, the manufacturers 
state, and pulls the moist air from 
the bottom of the closet or enclosure, 
heats it on the way up through the 
tube and discharges the heated air 
through the top outlet; thus, starting 
a perpetual circulation as long as Air 
Dri remains plugged in. For more in- 
formation— 

Circle No. 185 on coupon, pg. 72 


Propane Firepot 


The Bernz-O-Matic Propane Fire- 
pot has been announced by the Otto 
Bernz Co., Inc., Rochester, N. Y. 


The firepot weighs 8% pounds and 
is designed for easy portability. It 
uses the Bernz-O-Matic propane gas 
disposable cylinder and has one con- 
trol to regulate the flame. The unit is 
sturdily constructed with an extra 
wide base for stability. For more in- 
formation— 

Circle No. 186 on coupon, pg. 72 
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Kills Mildew...Ends Musty Odors 

in closets and storage spaces 

(No chemicals, no moving parts.) 

Needed in nearly all homes, offices, vaults, 


libraries, boats and trailers. 


FIVE-YEAR WARRANTY! 


* 


5 DISPLAY [rile 


wt 
o> as 


* WILL DO To 
YOUR SELLING JOB. 
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Size 3° x 3” x 9” 
Approved by U L 
Retails at $7.50 








Air Dri Associates, 

6706 Central Ave., 

Station A., P.O. Box 411 

St. Petersburg, Florida. 

Gentlemen 

Please send me full information about Air Dr 
Nome 

Address 

City 











Drill Special 


The Black & Decker Manufactur- 
ing Co., Towson 4, Md., will feature 
the No. 100 “%-inch Drill during Hard- 
ware Week at a special price, which 
saves customers $3.00. Weighing only 
three pounds, the tool can drill up to 


14-inch in steel and ¥%-inch in hard- 
wood, the manufacturers state. With 
proper attachments it also can saw, 
drive screws, mix paint, sharpen 
tools, sand, polish, grind, and remove 
paint. 

A special “3 in 1” carton display- 
ing three of the Black & Decker drills 
will be a merchandising feature of 


the Week. The colorful package ex- 
hibits each drill wrapped in an in- 
dividual polyethylene wrapper. The 
package has a special price tag which 
after Hardware Week can be con- 
verted back to the regular price so 
that a dealer can continue to use the 
display on his counter. For more in- 
formation— 
Circle No. 187 on coupon, pg. 72 


Spindrift Model 860 


An all-purpose spinning reel, the 
Langley Spindrift Model 860, de- 
signed for light surf, inland or blue 
water use, has been added to the line 
of spinreels by the Langley Corp., 
San Diego, Calif. 


The Spindrift, which weighs 14 
ounces, has maroon crackle finish. Its 
fully machined bar stock spool has a 
capacity of 250 yards of 10-lb. mono- 
filament. The handle folds for stor- 
age. Full bail and manual models are 
available, as well as conversion kits 
for right or left hand. Model 860 lists 
at $34.50, while the manual Model 
861 sells for $33.50. For more infor- 
mation— 

Circle No. 188 on coupon, pg. 72 


Aviation-Type Snips 


A new Diamalloy tool announced 
by the Diamond Calk Horseshoe Co., 
Duluth, Minn., is the new 10-inch 
compound aviation-type metal-cut- 
ting tin snip 


Features of the snip include the 
following: drop forged steel handles; 
fully chromium plated; and soft 
plastic handles finished at no extra 
charge. 

The snip is made in the straight, 
right, and left-hand cut. Retail price 
is $4.00. For more information— 

Circle No. 189 on coupon, pg. 72 





and 


WALLRITE SA 
ARE COMING 


DISPLAY WALLRITE OUT FRONT, WHERE 
IT CAN BE SEEN AND SOLD. 


Fleming~Sons Inc. 


P.0O.BOX 1291 e DALLAS, TEXAS 


WALLRITE 
THE ORIGINAL 


DO-iT-YOURSELF 
HEAVY DUTY 
DECORATED 
WALL COVERING 











Pager and Pager Peducié 
Since (EGF / 
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Increasing consumer demand for Lebanon fertilizers 
—resulting from superiority of product, national 
promotion, free dealer aids and 50% local advertising 
participation—guarantees you steady profits. 
Lebanon’s amazing new Uni-Form, containing 40% 
Urea-Form nitrogen, gives astounding results from 

one application, even on poorest of soils. 


Uni-Form assures sturdier roots, hardier growth and 
thick, springy turf in the most difficult areas. It is 
granular, dust-free, 50% organic. Uni-Form will not 
burn when properly used . . . and one shot lasts all 
season. 


TURF-ORGANIC COW or SHEEP MANURE 


All-Organic--100% Chicago Activated Sludge Dehydrated, Sterilized, Weed-Free 
Superior organic soil condi- 


Compared to other turf builders tioners. Cow and Sheep Ma- 
and soil conditioners, Turf- ——— ' nures are 100% natural prod- 
Organic is “turfscheap” — af- s . ucts — dependable, inexpensive 
fords almost unbelievable re- P . and safe to use. Can not burn 
sults in but one or two seasons ke or scald delicate root fibers. 


@ Gives superior turf at mini- @ All-organix Long lasting 


benefits. 
@ Make clay soil friable. Hold 


moisture in sand or shale. 


mum cost, 
Granular, not powdered. 


Easy to apply. 


Can not burn. Needs no we @ Clean and easy to handle. 


“watering in.” No noxious weed seeds or 


Will not cake or crust. Use straw 


any time, any place. Economical to use gener- 


Proved on golf courses, ously 


parks, cemeteries and es- Ideal for wrf, plants, shrubs 


and ornamentals 





tates. 


DISTRIBUTORS AND DEALERS: 
ASK ABOUT 
LEBANON'S 
BIG PROFIT 
37 cen CHEMICAL CORPORATION 
LEBANON, PA. 
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Tapat«o 


HORSE COLLAR PADS 


For every work horse and mule. 
“The pad with the rust-proof 
red hooks” 


Tapatco 


TRACTOR SEAT CUSHIONS 








For every tractor and farm 
implement seat. 


See your jobber or write us. 


THE AMERICAN PAD & TEXTILE CO. 
Greenfield, Ohio 


MAKERS OF FAMOUS TA-PAT.CO 
HORSE COLLAR PADS SINCE 188! 





Victor 


Bait Buckets 


The “Big Buy” 
at a Low Price 


Porous molded fiber allows air to enter but 
holds water in. Waxed rim and bottom 
add strength. Tight fitting molded fiber lid 
improves insulating qualities 
6, 10, 14 and 20-qt. capacities with sturdy 
steel wire carrying frame 
4, 6, 10 and 14-qt. capacities with heavy, 
plated wire handle 
Also: Replacement Liner for 9 x 9%” 
round minnow buckets; 1 44-pt. Worm Bucket 


Order from your wholesaler 


ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. « Pascagoula, Miss. « Niagara Falls, Can. 


96 





Garbage Can Holder 


The Kant-Spill garbage can rack 
or holder is offered by Southern 
Sales Co., Oklahoma City 1, Okla. The 
holder retails at $4.95 and is also 


available in the double-unit size at 
$8.95. The Kant-Spill is made of 
tubular steel. For more informa- 
tion 

Circle No. 190 on coupon, pg. 72 


Insulated Jug 


The Skotch O’Matic is introduced 
by the Hamilton Metal Products Co., 
Hamilton, Ohio, as the first insulated 
jug ever produced with a built in 
pump dispenser. 

Available in one half and one gal- 
lon sizes, the Skotch O’Matic is de- 
signed to eliminate lifting, tilting or 
pouring the contents. The red rubber 
bulb is squeezed and the liquid is 
pumped through a spout at the top 
of the jug. 

The Skotch O’Matic is designed in 
bright red, yellow and black Skotch 
plaid, with a red plastic handle. The 
jug is filled by unscrewing the cocoa 
colored cap, and ice cubes may be 
used with the jug without their in- 
terfering with the pumping action 

The one gallon jug has a suggested 
retail price of $8.95 and the half gal- 
lon size, $7.95. For more informa- 
tion— 

Circle No. 191 on coupon, pg. 72 


SELL THE BRAND 
FISHERMEN WANT 


NORWICH 


THE FISHING LINE OF CHAMPIONS 
You'll 


figures when you display and sell 
NORWICH LINES — the line 
of Champions. Used and recom- 
mended by Sports Fishermen the 
world over, NORWICH LINE 


accepted as the 


write plenty of black 


has become 


standard of quality and _ top- 





notch performance 





We're mighty proud of all our 


famous line...doubly so of 


NOR-SURF soft- braided nylon 
coreless squidding line. in 10 sizes 
and three colors 


NOR-FLEX tynex nylon spinning line 


10 sizes in mist green 


STATESMAN broided nylon bait 


casting line. 10 sizes end four colors 


Norwich lines are made and guoranteed by the 
NORWICH LINE COMPANY, INC., NORWICH, N.Y 


NORWICH LINES cost no more 
«++ ask your jobber salesman or write 


Jorvan B. Parsons & SON 


1330 TYLER STREET «© HOLLYWOOD, FLORIDA 


SOUTHEASTERN REPRESENTATIVES 








WATERSPIKE 


Amozing model 553—2 way 
watering device. Waters 
overhead or flip valve for 
sub-surface irrigation 
directly to roots. $4.90 ea. 


WATERFEED 


Water soluble 
cartridge type 
fertilizer, 2 
formulas, 15-5-5 and 
15-40-10. No lawn 
burn. Box of 20 cart- 
ridges $1.00. 


‘ 
WATERFEEDER 
Model 954. 
5) » Applicator 

for cartridge 
type fertilizers 
Attaches easily 
to faucet or 
hose. Use any 
watering device. Fertilize 
while you woter. $1.99. 


Dae = SQUARESPRAY 
Famous model 

433. It gets the 

corners. Hookup 

in tandem or use 

' to fertilize while 

you water. $2.95. 


own PROEN 
[Pratt] pnonucts co. 


9th & GRAYSON « BERKELEY 10+ CALIFORNIA 


’ 


— 


nen 
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BALTIMORE, MD., PLANT 








SAVANNAH, GA., PLANT 


} 





MOBILE, ALA, Punt J \) 





¥ 


% 


Ruberoid plants in key Southern cities speed these 
asphalt and asbestos building products to you. 
Call the man from Ruberoid for fast service on any 
of the following high-profit items... . 


ASPHALT ROOFING SHINGLES 


LOK-TAB SHINGLES! 


Hurricane-proof! Hidden tabs lock on 


bottom! 


TITE-ON SHINGLES 
The original interlocking shingle! Singl 
and double coverage. 


SUBURBAN SHINGLES 


Extra heavy asphalt shingles with built- 


in shadow line. 


THICK BUTTS 


FIBERGLAS INSULATION! 
Most efficient you can buy. Roll blan- 


kets, batts and pouring wool. 


COLOR-GRAINED ASBESTOS CEMENT SIDING 
Striated color lines add depth. .. Duroc 
finish seals against weather 


AMERICAN THATCH ASBESTOS ROOF SHINGLES 
Thatch styling, color-grained texture! 


Combines fire protection and economy. 


DOUBLE-COVERAGE ROLL-ROOFING 
Fully coated sanded selvage edge. Hot 
or cold built up appli ations 


STONEWALL BOARD 


Asbestos-cement building board. Score 
or snap to speed work. No painting! 


The RUBEROID Co. 


ASPHALT AND ASBESTOS BUILDING MATERIALS 
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Economical yet long-lasting. Range of 
attractive colors. 





perfect target for 
PROFITS... 
SHARK BRAND 


SWEDISH CHISELS 


A en 


v Vv 








Pistol-Grip Hose Nozzle 


Newest in the Green Spot line of 
hose accessories made by the Scovill 
Manufacturing Co. 99 Mill St., 
Waterbury, Conn., is the pistol-grip 
nozzle. 

With it, the 


home gardener may 





adjust to any spray desired by a sim- 
ple squeeze of the trigger, the manu- 
facturers state. He also may lock the 
trigger in any spray position with the 
set screw under the nozzle. This may 
be operated with the index finger 
alone, for one-handed operation. 
Made from zinc die casting, the 
watering tool has a bright yellow 
finish. For more information— 
Circle No. 192 on coupon, pg. 72 


Lawn Mower Engine 


The new Power Products engine, 
developed specifically for use on 
power lawn mowers by the Power 
Products Corp, Grafton, Wis., offers a 
new muffler to reduce operating 
noise, and an instrument control 
panel located on top of the engine to 
permit finger-tip adjustment for 
starting, running, idling or stopping. 


Working parts of the engine are 
covered and protected by a cast alum- 
inum shroud finished in a wide range 
of colors. Weight of the engine is said 
to be 40 to 60 percent less than con- 
ventional engines. The engines are 
lubricated through the use of modern, 
pre-mixed fuel which is designed to 
eliminate the job of checking, adding 
or draining oil in the crankcase. For 
more information— 

Circle No. 193 on coupon, pg. 72 


Light-up Scale 


Counselor Star-Lite, the bath scale 
with the light-up dial, is the new 
1956 model introduced by the Brear- 
ley Co., Rockford, Ill. The company 
points out that the instant the scale 
is stepped upon, the dial is flooded 
with light, automatically. The light 
is furnished by a replaceable flash- 
light bulb and battery. 


The Counselor Star-Lite ‘(Model 
609) has a star-pattern Viny!] plat- 
form, a floor-hugging silhouette, and 
measures 134 inches high. Other fea- 
tures include Monotrol Movement 
for accurate weight transfer; large, 
powerful magnifying lens, and no- 
mar plastic feet to protect floors. It i: 
available in the following colors: 
white, turquoise, burgundy, pink, 
blue, green, and yellow. It retails for 
$9.95 in the East. For more informa- 
tion— 

Circle No. 194 on coupon, pg. 72 


Plumber's Wicking 


Plumber’s Wicking in dispensing 
tubes is announced by King Cotton 
Cordage, 105 Duane St., New York 8, 
N. Y. Each dispensing tube contains a 


450-foot spool of medium wicking. 
The wicking may be used for wrap- 
ping any threaded pipe joint and for 
packing universal and slip joints. It 
is packaged one dozen 450-foot spools 
in a colorful counter display box. 
For more information— 
Circle No. 195 on coupon, pg. 72 





Waterless 


HAND CLEANER 


Contains 


Quickly removes 
grease and oil — 
prevents chapping. 


2 and 4 LB. CANS 


/ 
Ask Your Wholesaler! 


piclalelilclib aha daaeia 


POPULAR SCIENCE 


POPULAR MECHANICS 


SA ZINE 
MILLION 


@ month’ 


ry< 


A L 7] 


LIQUID WRENCH ° 
Loosens Rusted Bolts Kr 4 


nuts... screws... ports 
3 Ox. Can 30¢ list 


(12 to Disploy carton) 
Rodictor Specicity Co. 
Cheriotte, N. ©. 
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LAZY IKES 


are VOLUME SELLERS nationwide 
for Western Auto Stores 





an 
Associate Dealers 


WRITES Bill Wotkins, buyer 
for Western Auto Supply Co. ¢ 
Konsos City. / 
Ask yourself these questions for sound tackle profits. 
1) How does it perform for the customer? (2) What's 
the quality? p) Does the manufacturer advertise and help 
me sell? (4) Is it easy to handle? ($) Can I turn my money 
fast and repeat my sales? 
Then, hold Lazy Ike fishing lures up to that performance 
scale. Year after year Ikes are pushing the pack as the hot- 
test item on the tackle counter. Ikes repeat because they 


work for the fisherman when nothing else will . . . they 
sell for you because the package is complete. 


Check your stock! Ask your jobber or write for complete facts today. 
Hawt you 4tts Ce CLEP IKE 
Wun Hor foul Leader? 
t4adiller/ Se 7 
WRITE FOR FREE COLOR FOLDER 


KAUTZKY L4ZY/KE COMPANY 


FORT DODGE 10, IOWA 


Sell more 





More profit on 


HOUSEWARES)! FITLER ROPE 


with these 


) high-quality With This Handy 
fast-selling 


BRUSHES DISPLAY RACK 


The new Fitler rope container and handy display rack 
were designed to create impulse sales. Neat in appear- 
ance, they keep rope clean and are proven space 
savers . . . to use, simply break paper seal and with- 
Put this good-looking dis- draw rope through center hole. 


play of quality household oa4 g nagar a . . 
Ree a3 quick turnover; stock and display the Fitler 
eo in a good traflic Line . . . it sells itself. 


spot and watch your brush 
* The Blue & Yellow label identifies Fitler Brand Pure 


sales climb. Profits, too 
—not just 3314%, but Manila Rope and the Red & White identifies Fitler 


a full 3744%—for you. Brand Sisal Rope. 


“Sececinaly dasloyed THE EDWIN H. FITLER CO. 


New Orleans 17, La. Philadelphia 24, Pa. 


SOLD BY DEALERS EVERYWHERE 
famous name. . . famous brand 


KELLOGG BRUSH MFG. CO. 
Westfield, Mass. 
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P Portable Fan, include a full 9-inch 
ortable Fan fan diameter said to be capable of 


A completely new line of portable moving 650 cubic feet of air per 
electric fans, made to retail for the minute, a woven wire grille built into 
suggested price of $12.95, has been both front and back to provide great- 
added by Nesco, Granite City, Ill. er safety for children’s fingers, and 

Features of the new appliance, a lifetime lubricated motor. 
which is known as the Nesco Aireryte The fan comes in three colors— 

blue, pink, and ivory—and has a 
simple wing-nut adjustment that per- 
mits fan to be rotated to any desired 
position. A wrought iron base is de- 
signed to give the fan balance. It has 
rubber feet to prevent marring of 
floor and table finishes. For more in- 
formation— 
Circle No. 196 on coupon, pg. 72 


Carded Panfisher Lines 


A new carded assortment of 
furnished lines designed especially features 20 feet of approximately 10 
for pan fish and bass has been an- lb. test monofilament line with a #6 
nounced by Ideal Fishing Float Co., Carlisle Gold-plated Hook. Each 
Inc., Richmond, Va. float is said to be easily rethreadable 
Of the 12 units provided, six floats and reusable. For more information— 
are enameled and six plain and each Circle No. 197 on coupon, pg. 72 








SALES WINNER 


Here is the EASY way to P.—~ CHAMP 


4 ’ S Killer for 3 sizes—spin it . . . cast itl 
apply Sucker Control Oil ‘on eS a: 


with wild zig-tzagging motion! 
to tobacco plants eee : be? Metal body—gold and chrome 
. finishes. Six bucktail treble hook 
patterns—also available with- 

out bucktail. 
4 oz. size Ea. $1.15 Doz. $13.80 
s-l-o-w retrieve! ¥/ 2 oz. size Ea. $1.25 Doz. $15.00 
7/8 oz. size Ea. $1.40 Doz. $16.80 


THE WEBER LIFELIKE FLY CO., Stevens Point, Wisconsin 


1F WEBER MAKES if A FISH TAKES 





AcCoO! 
TOBACCO OILER No. s29cmT 
Only $4.50 List Price NES YOUR PERSONAL NEEDS 


When your farm customers use tobacco sucker 
ot e Ine” shies ws ho . for information about the hardware business are met every 
control o1 after topping this year, show month in the year in the pages of SOUTHERN HARDWARE 


them how to apply it in the quickest, most For more than 34 years SOUTHERN HARDWARE has been a quide 
direct way. Use the Eagle tobacco oiler— and friend to hardware men ‘down South'’. The magazine has been 
: y- : 4 built on a program of service to readers that covers 
designed especially to help get the job done Window Display, Boy > 4 Display, Store Modernization, 
easily, efficiently. Customer Re Sales Promotion and Advertising, 
? . . P — Control. "Employee Relations, Service Depart- 
Comes with special cap, 13-inch flexible t 


redit Control, Accounting Procedures, Associa- 
spout, and controlled-measure attachment to fon J Activ 











ities. 


’ : » ion : : Plus, local news about friendly people and their activities in the 
treat each plant swiftly with just the right Southern hardware trade a feature that no other magazine has 


amount of oil. No guesswork. Hits the mark developed so fully. Each of these subjects is given special attention 
every time in its relation to the special needs and problems of Southern hard- 
“ ware men. 
Don't Delay! Stock Now for the Coming Season if , _ 
» you are not already a subscriber, send in your $!.00 today for 
Recommended for use with any approved sucker control oil Y_ NS @ yearly subscription or % 00 for three years 


( . 
MANUFACTURING COMPANY ({j SOUTHERN HARDWARE 


Wellsburg, W.Va. ’ ; 
Serving Farmers Since 1894 806 Peachtree St., N.E. Atlanta 5, Georgia 
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FOOT AND 


“of, CHECK VALVES 


RUBBER POPPET 


al proef L. dich prog? 


Strataflo Foot and Check Valves 
end leakage troubles, save wear 
and tear on pump, save their cost 
in service calls. Ideal for jet-type 


Order from 
pumps. Write for Bulletin 203. 


your Jobber 


STRATAFLO PRODUCTS, INC. 





RESISTS THE 
EFFECTS OF 


Wright Hardware Cloth is woven to 
the specifications of Commercial 
Standard CS 132-46, issued by the 
U. S. Department of Commerce. This 
precision woven fabric utilizes hard 
drawn wire in place of the custom- 
ary annealed wires, giving strength 
and rigidity. Wrightweld Wire 
Cloth (flat wire selvage) is made 

in 2x2, 3x3, 4x4 and 8x8, 


iT PAYS TO HANDLE THE 
BRAND IN GREATEST DEMAND 


VHA REELS 


“THE REELS OF 
CHAMPIONS!” 


FAST TURNOVER — 

SURE PROFIT _——— 
SATISFACTION 

BAY PARTS AVAILABLE 
a REPUTATION 
DEPENDABILITY 


PIER OR 
LANDING 


77 MODELS FOR ALL 
KINDS OF FISHING! 


SEE YOUR PENN REEL JOBBER 
Send For New Catalog SH 


PENN FISHING REELS 


ee ee ee ee i ee 2 ee 








WORCESTER. MASSACHUSETTS 
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Aluminum 
SWIVEL 
SEAT 


Display the soles lure thot 
boot owners can't resist; 
famous, nationally odver- 
tised Delighter #63, the 
full 360-degree swivel- 
action aluminum seat! 


= 
® Life-time engineering construction ens 
*® Kapok snap-on seat floats 
*® Water-Repellent No. 12 duck (red, 
green, or bive) 
*® Coast Guard approved cushion at 
slight extra cost Swivel & Sport Seat: 
UNIVERSAL CONVERTING CORP. Specialties 
411 Sawyer St., New Bedford, Mass. Write # neler 


cataltog shee 


WEIGHS ONLY 5 Las 
ALUMINUM 
Folding Chairs 





‘ ‘ , % | 
CLASSIFIED 
ha . » 4 

} 





SHOWCARD WRITING KITS—Patented 
stencils make perfectly lettered signa, 
showcards, banners. Look like studio 
work. No ‘‘ribs’’, no ‘‘bars’’. Easy, 
anyone can do it, economical. Informa- 
tion free. NASSCO, Box 50238, Industrial 
Station, St. Paul 4, Minn. 











22" Rider Mower 


Highlighting the Davis 1956 line of 
over 20 models of reel and rotary 
power mowers is the 22” rider mower 
known as the Seahorse, the G. W. 
Davis Corp., Richmond, Ind., has an- 
nounced. 

Powered by a new lightweight 4- 
cycle engine with recoil starter, the 
Seahorse features the Davis Unit- 
lever throttle control which controls 


automatic clutch, allowing the owner 
to pick his own speed. 

The Seahorse also features V-Belt 
drive, 22” reel, semi-pneumatic punc- 
ture proof tires, (rear two diamond 
cut), self-aligning cup and cone ball 
bearings, heavy-duty frame and all 
steel, tractor size, bucket seat. List 
price is $159.95. For more informa- 
tion— 

Circle No. 198 on coupon, pg. 72 


“Aluminum Treated" Tent 


H. Wenzel Tent & Duck Co., St. 
Louis 4, Mo., introduces the Cool- 
Camper as a completely new and dif- 
ferent kind of camping tent. It is 
treated with aluminum and a new 


water and rot resistant treatment 
which is said to make it from 10 to 
15 degrees cooler in summer sun 
than ordinary tents as the aluminum 
treatment reflects 90 percent of sun 
and heat rays. 

The Cool-Camper has three nylon 
screened, picture windows. Its over- 
size door is also nylon screened and 
has a heavy double pull zipper. An- 


other feature is the snap-up spring 
steel frame designed to provide auto- 
matic adjustment as the canvas con- 
tracts when wet and expands as it 
dries out. Extra head room under the 
frame inside the tent and under the 
awning extension allows a six-foot 
man to stand with ease, according to 
the manufacturers. 

The Cool-Camper is described in 
detail in a new free folder offered by 
the manufacturers to dealers for dis- 
tribution to their customers. For 
more information— 

Circle No. 199 on coupon, pg. 72 


Packaged Fuel 


A special “Coleman Fuel” in quart 
and gallon cans is now available for 
Coleman stoves and lanterns as well 
as other gasoline-pressure appliances, 
The Coleman Co., Inc., Wichita, Kan., 
announces. 

Blended to the company’s own 
specifications, the fuel is said to be 
suitable for gasoline irons, lamps, 





Series 700 4 oz. spinning 
Series 600 '/, oz. spinning and trolling 


AD. MG. CO. 





NEW FOR ‘56! 
BAYOU BOOGIE 


Series 650 
Wt. 1/3 ez. 


shee Ideal for Spinning, City 
Casting, Trolling. 


Series 500 % oz. heavy casting and deep trolling 
1917 Chouteau Ave., St. Louis, Mo. 
‘eps: Dick Diliman; Frank Williams; Jas Giesecke 





W. R. C. Smith Publishing Co. 
Department SH-56 

806 Peachtree St., N. E. 
Atlanta 5, Georgia 


Please enter my subscription to SOUTHERN HARDWARE for 3 years. 


C] New 


C) Renewal 





Name 


P. O. Box or 


Street and No, — 





Firm 


State 


Position 














C1 Enclosed find $2.00 


C) Send bill for $2.00 











MARSHALLTOWN TROWEL COMPANY s+ 


MARSHALLTOWN, IOWA 
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Without 
Charge 
with 
NEW 


Hardware 
Assortment 





if pl il N} vi 

J Pa <5 ORANGE" 
yi Ss 

® erane Hi-Strength 

Products 





Designed for the 

Dealer with Minimum 

Display Space 

Mounting base of stand only '6" in diameter. 
Hardware dealers handling heavy hardware 
will find this assortment displayed on stand, 
sells pickup items every day. Assortment 
consists of 10 best selling numbers in the 
Big Orange line, all used and wanted. Order 
from Your Distributor or Write 


MIDLAND INDUSTRIES, INC. 
Cedar Rapids, lowa 














firepots, 
lawn 


flares, 
and power 


blowtorches, truck 
outboard motors, 
mowers. 

The fuel gives maximum efficiency 
and burns without smoke, soot or 
odor, according to the manufacturers 
It has a rust inhibitor to protect 
against fuel tank rust and corrosion 
and a gum inhibitor to resist clogging 
of generators and burners 

The packaged fuel has a clear, 
green color. It is available in colorful, 
leak-proof containers, with built-in 
spouts for easy pouring. Gallon cans 
are shipped in cases of four and re- 
tail at $1.49 per can. Quart size cans 
are packed 12 to the case and retail 
at 69 cents each. For more informa- 
tion— 

Circle No. 200 on coupon, pg. 72 


Faucet Units 


The Bal-O-Matic permanent Faucet 
Insert is introduced by Rich-Troy 
Manufacturing Corp. 311 Clifton 
Ave., Clinton, N. J. The base fixes it- 
self permanently against the valve 
seat, the manufacturers state. When 
the faucet is off, water pressure alone 
forces the ball against a nylon seat 
and keeps the valve closed; when 
faucet is on, plunger keeps ball from 


closing valve. The control of flow 
takes place inside the insert, with a 
44-turn of the handle. Permanent 





motionless 
place. 

According to the 
use of the 
washers, 


lea 
wa 


LH threads for 


sin 


The Bal-O-Matic is 


pac 


car 


For 





















gaskets hold the unit in 





manufacturers, 
Bal-O-Matic eliminates 
regrinding of valve seats, 
ks and drips, and forcing to turn 
ter off. It is available in RH and 
most conventional 
gle and combination faucets 
individually 
‘kaged and packed 12 to a display 
ton. Suggested retail price is $1.39 
ore information 
Circle No. 201 on coupon, pg. 72 
































SPACKLING COMPOUND 


FOR REPAIRING 
HAIR-LINE CRACKS, HOLES 
IN PLASTERED SURFACES 
For pre-painting preparation—the 
smooth way to “‘crack-proof” plaster 
walls, seal open joints and cracks in 
woodwork, fill nail and screw holes, 
smooth rough wallboard, cover checks 
and knots in wood. Can be sand- 
papered to velvet finish. Will not shrink 
or fall out. Available in 1, 5 Ib. cans; 
100 Ib. drums; 300 Ib. drums. 


Order from your wholesaler. 


ONSUMERS GLUE CO 


M 
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b Colt aN [o)e)el-yanat-t- 
FULLER money- making 
specials like this 










An amazing 98c ré« 
tailer 


They're 


has it. 


FULLER | 


Ask your jobber's sclesman about 


TOOL COMPANY, 


3522 “Webster Avenue 


this Hardwart 
Week Special 6-pc 
tool set is typical of 
the profit-producing 
Fuller specials your 
jobber has all the time 
self-selling, 
quick selling, priced 
for impulse buying 
Orgill Brothers & Co. 
make a Memo 
to order it today! 































FULLER SPECIALS 






INC. 


New York 67 






, 
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a NEW addition to the 
COOK ‘N’ KETTLE line 
the COOK ’N’ KART 


For the folks who aren't quite ready 
to pay $99.50 for the famous Cook 
N’ Wagon, but who still want the 
World's Finest Charcoal Broiler, 
here's the Cook 'N’ Kart. The kettle’s 
the same. Only the “Kart is differ- 
ent. You still get those wonderful 
Cook 'N’ Kettle results, HEAVY 
CAST IRON AND THE LID 
MAKES THE DIFFERENCE. More 
than 20,000 Cook "N’ Kettle users 
will tell you the only way to cook 
is in heavy cast iron... and with 
a Ey a to get that wonderful 
charcoal flavor through and through 
Cook "N’ Kettle’s the only answer. 


MR. DEALER! Cook ‘'N’ Kettles 
get more publicity pictures and/or 
stories than any other charcoal broiler 
Life, Saturday Evening Post, Ameri- 
can Homes, Better Homes and Gar- 
dens have carried stories and pictures 
of the Cook "N’ Kettle. We place 
paid advertising in Gourmet, Esquire 
Holiday, House Beautiful, Sports 
Illustrated and all the major sporting 
magazines. It's easy to sell the 
Cook "N’ Kettle line . . . the most 
famous line of outdoor cookers in 
the country... the World's Finest 
Charcoal Broilers. 


*Patent Pending, Trade Mork Registered 


CBOK'N TODLS 


INCORPORATED 








. 


COOK ‘N’ KART 


Retails for $99.95 


The kettle is 19” diam- 
eter, 12” deep, weighs 85 
ibs. Dampers control heat 
and fiame. Cast iron holds 
the heat and seals the 
flavor. Never cooks dry 


COOK ‘N’ WAGON 


Retails for $99.50 


Ca 
— 


Electric Rotisserie 
Attachment, 
$34.95 retail 


a 


Cook 'N’ Kettle, Jr. 
$19.50 retaii 
Stand 
$3.95 retait 


BOX 949 SH TULSA, OKLAHOMA 


PROVEN in SALES! 
PROVEN in USE! 


Self-Chalking Chalk Line 
Box #125. Packaged in 
white cardboard carton, 


$1.25 list. 


pe ST RA T—L1N £ aaa 
CHALK LINE BOXES 
Rapid-Fill Chalk Line Box 
#190. Packaged in 
orange cardboard car- 


ton, $1.50 list. 


Both boxes contain 50 ft. 
of TOP QUALITY cholk 
line—will hold 100 ft. 


Stock with assurance... they're PROVEN fast sellers. 
Handles fold flat, lock line at any desired length. All 
metal moving parts, simple and trouble-free. Fit the 
hand solidly and guaranteed against all defects. 

Also specially prepered chalk available 

in four extra rich colors and 1 oz. to 

50 Ib. packages 

Chalk line with great tensile strength, dur- 


ability and moximum snap-action 


packaged in 50 and 100 ft. lengths 





Dealers, for your jobber’s name and descriptive literature, write: 





STRAIT-LINE PRODUCTS, Inc. 
P.©. Box 577, Costa Mesa, Calif. 








THE KEY TO 
GREATER PROFITS 


ee GEYER 


7 


The Line With Greater 
CUSTOMER ACCEPTANCE 
The complete line of Geyer Farm 
and Garden Tools signals quality . he 
and efficiency to your customers. . | CEvtl M TOOLS | 
That per Hrs he soleability . GEY a **: 
and greater profits for you. The : 


. 
new improved display stand will | J 
sell itself out time after time. If : 
you aren't cashing in on the 
Geyer line now, you should in- 
vestigate its possibilities. 


Write Loday for complete 


catalog of tools and details of mer- 
chandising and advertising aids. 


GEYE MANUFACTURING CO 
tele aes ee. LINOIS 
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IT PAYS TO SELL THE LINE WITH READY TRADE ACCEPTANCE - 


that builds Sales today and Profits tomorrow. 
HEAT TREATED 


PLOW COMPANY 
TEMPERED specioliets te Yihtose Fontslii 











Gives You Today’s Greatest Selling Edge... 


ECONOMY?! 


Farmers are becoming increasingly cost-conscious in their farming operations . . . 
just as you or any other good businessman must pay heed to keeping expenses 
down if a fair margin of net income is to be maintained. Tractor fuel is a sub- 
stantial item in production costs. That’s where you have a mighty sales wedge, 
since Case tractors have field-proved their worth in low fuel consumption—wheth- 
er diesel, gasoline, LP-gas or distillate. Farmers everywhere testify to this fact . . . 
by word of mouth, written testimonial or farm-kept record . . . and it gives you 
today’s most effective sales approach. 


Newest of the new Case tractor line is the dynamic 
Case “300” . . . designed and built to meet all the 
CAS E ee aa = needs of economical 3-plow power farming. Its new 
Powr-Torg engines are keynotes of efficiency in pro- 

3-Pliow ducing power. Its 12-speed Tripl-Range transmission 

also adds to savings . . . making fullest use of power 


by providing just the right gear for best work on any 
job from plowing to highway travel. 











In just one short year the 4-plow Case “400” has 
achieved recognition as America’s finest tractor in 
the 50-horsepower class . . . and in this time has field- 
proved itself a champion in low fuel consumption. 
Its Powrcel diesel and Powrdyne gas engines . . . 
Soniow 8-speed Powr-Range transmission . . . and other fea- 


tures of advanced design . . . all provide new thrills 
in savings as well as performance. 











Acclaimed as the aristocrat of all 5-plow diesels 
. . the Case “500” not only puts a premium on big- 


power versatility and easy handling . . . but also 
CAS E offers all the economies of diesel operation, even to 
starting directly on diesel fuel at the touch of a but- 





5-Pliow ton. Yes, even in this giant among tractors, you can 
sell money-saving field operation as well as quality 
with justified pride. 








Pacemakers of the Economy Trend 





in Efficient Power Farming 


J. i. CASE Company, Racine, Wiscensin 
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& Efficiency Up 


Farm labor output per man hour has reached the highest peak in the nat- 
ion's history. Today's farmer uses 17 percent less labor than in 
1940, yet produces 40 percent more. From 1941 through 1953 the number 
of farm-owned tractors increased 159 percent; motor trucks, 127 per- 
cent; grain combines, 318 percent, and corn pickers, 429 percent. 


> Cost-Price Squeeze 


Farmers can expect little relief in '56 from the cost-price squeeze. An 
expected decrease in production expenses will be smaller than the 

drop in farm income. Predictions are that gross farm income will hit 
$32 billion for the year with net income around $10 billion, about 5% 
under the 1955 figure. 


> Ferguson Tricycles 


With the introduction of the "Hi-40" series more than one model Fergu- 
son tractor will be available for the first time in history. New 

line is aimed at farmers who prefer front-mounted equipment and those 
engaged in row crop and specialized farming operations. 


> Fewer Farm Workers 


Farm labor supply dwindled a bit further in 1955. The average number 
of persons employed during the year was 8,237,000, down more than 

2% from 1954. Meanwhile, farm wage rates, as the year opened, averaged 
slightly higher than a year earlier for the country as a whole. 


> Factory Shipments Rise 


Shipments of farm machinery and equipment to dealers during the indus- 
try's last fiscal year climbed 15 percent. The increase reversed a 
downward trend that began in 1952. Tractors shipped to dealers num- 
bered 335,000, well above the postwar low of 250,000 in 1954. 


& Cotton Exports 


Exports of cotton during the first four months of the current marketing 
season have declined a sharp 55%. Slump is due to: holdup of purchases 

by foreign buyers expecting lower prices later; large supplies of 
low-price, foreign grown cotton, and a decline in mill consumption in 
cotton-importing countries. 


& Tobacco Outlook 


With the increase in cigarette consumption, tobacco growers can look to 
some improvement in markets. 1955 output was up 12 billion toa 414 
billion total, will probably edge up again in '56. 
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A simple bookkeeping 
system shows daily in- 
ventory, daily sales 
volume, and daily 
profit for this dealer 


By Ruel McDaniel 


Cox Knows 


LTHOUGH HE does more than a 
half-million dollars worth of 
business a year, Kenneth Cox, 
owner of Farmers’ Supply, Lub- 
bock, Texas, knows the next 
morning how much gross and net 
profit he made the day before. He 
knows, also, the value and amount 
of his inventory; and he knows, if 
he takes just a few minutes’ more 


et Profit 


--Eyery Day! 


time, what sales accounted for the 
day’s profits. Farmers’ Supply 
basically is a farm implement con- 
cern, handling ma- 
jor and minor equip- 





BALANCE SHEET 
DATE. 


CURRENT ASSETS 
SAVINGS DEP. 

Cash on Hand 

Cash on Deposit 

Merchandiee 
Used Machinery 
Accounte Reo, 
Notes Rec. 
Res, for bad 

Dedte 

TOTAL CURRENT ASSETS 


FIXED 


furniture 4 Fixtures 
Reserve for Depreciation 


Buildings 
Reserve for Depreciation 


Rolling Stock 
Reserve for Depreciation 


Land & Land Improvements 


ment, pumps and 
parts. 

The amazing 
thing about this ac- 
counting system is 
that one woman 
handles all book- 
keeping, and has 
time to spare for 
routine office work 
besides! 

“I don’t know 
anything about 
keeping books,” Cox 





Total Fixed Assets 


Other Assets: 
Bank Stock 

Farm Account 
Utility Deposite 


Total Assets: 





Accounts Spite 
Notee Payable 
S.5. & VR, Taxes 
Total Current Liabilities 

PROPRIETORSHIP 
Kenneth Cox, Net Worth 


says, “but I do want 


Mrs. Lawrence Lusk, 
top, briefs Cox on 
receipts and profits 
for previous day as 
she hands him her re- 
port for day's opera- 
tions. Shown at left is 
one of three monthly 
reports which show 
Cox the status of his 








operation 


to know what I’m doing every day. 
So the only logical thing is to hire 
someone who can tell me these 
things.” 

Mrs. Lawrence Lusk, the book- 
keeper, is one of six key em- 
ployees in the company who make 
$5,000 a year or better. 

The simple yet all-encompassing 
system starts with a record on each 
sales ticket. Each department has 
its own ticket, but the form is the 
same. Each department’s ticket is 
initialed in color, along with the 
serial number, to indicate the de- 
partment, such as “O” for office 
sales; “S’’ for service department 
and so on. 

At the end of the day all tickets 
come to Mrs. Lusk’s desk, where 
she maintains a cost record on all 
merchandise in the house, the cost 
including freight, drayage and 
anything else that may enter into 
the cost of the goods. In the case of 
the service department, the ticket 
covers parts and labor, and she has 
a record of the actual cost of all 
parts and labor, the latter broken 
down by the hour based on each 
mechanic’s weekly salary. 

She keeps tickets from the vari- 
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/) HEN YOU ARE AN IH DEALER YOU 
HAVE SALES OPPORTUNITY UNLIMITED 





McCORMICK® FARMALL® TRACTORS 


INTERNATIONAL’ STANDARD AND 
UTILITY TRACTORS 


INTERNATIONAL CRAWLER TRACTORS 


BASIC IH TRACTORS 


As an IH dealer, you can call on every prospect with complete 
confidence that you have the right power using the right 
fuel to fit every job. Further, you have a complete line 
of size-matched McCormick equipment for every farm use, and 


special duty equipment for commercial users. 


INTERNATIONAL HARVESTER 


International Harvester products pay for themselves in use—McCormick Farm Equipment and Farmall Trac- 
tors... Motor Trucks... Crawler and Utility Tractors and Power Units—General Office, Chicago 1, Mlinois 
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Company part man enters parts sales for the day and checks “flagged” 
cards preparatory to placing order for replacement stock 


ous departments separated as she 
figures the gross profit represented 
on each ticket. 

Assume a ticket is from the parts 
department. It shows the items 
sold and the selling price of each. 
She consults her cost sheet and 
ascertains the actual cost of laying 
these items into the department. 

She turns the ticket over and 
jots down in pencil on the plain 
back of the ticket the selling price 
of the items represented on the 
ticket, the total cost of the items 
sold and deducts the cost from the 
selling price, the result showing 
the gross profit from the trans- 
action. 


Procedure Followed 


She follows this same procedure, 
whether the ticket represents the 
sale of a new tractor or a couple of 
screws; whether it covers the re- 
building of an irrigation pump or 
merely a carburetor adjustment on 
a tractor. If the ticket represents a 
transaction (and she would not 
have it if it didn’t) she figures the 
gross profit it represents. 

Then she totals the gross profit 
from all the tickets turned in that 
day. Other records show fixed 
overhead, broken down by the day, 
wages and even minor items that 
enter into the cost of doing busi- 
ness. She deducts the day’s fixed 
overhead and wages from the 
gross profit figure and shows the 
net profit for the day. She enters 
this in her daily ledger and makes 
a copy for Mr. Cox. 


110 


In the meantime, men in the 
various departments have kept 
their own inventory records. The 
major inventory jobs are in the 
parts department and in the area 
which handles small-item mer- 
chandise. 

When a man makes a sale, re- 
gardless of its size or amount, he 
enters it on a ticket carrying a 
letter to indicate his department. 

During the day when he is not 
busy he checks his sales tickets 
against his inventory cards and 
enters each sale on its proper card. 
What tickets he has not thus 
checked before closing time, he 
completes before leaving. When 
he sends his sales tickets to Mrs. 
Lusk, he will have entered each 
sale represented on them on in- 
dividual perpetual inventory cards 
in his department. 

Mrs. Lusk’s records show her 
the daily inventory in each depart- 
ment, in dollars, and all she must 
do to provide a daily inventory 
figure is to deduct the daily sales 
of the department from yesterday’s 
inventory. Thus she supplies Mr. 
Cox with a daily report of inven- 
tory by departments, in actual dol- 
lar value, not in numbers of items. 

This latter, however, is available 
in the department inventory record 
itself. 

As clerks check off sales from 
inventory cards, they note the 
amount of the item still on hand 
and weigh it against the minimum 
number required to maintain 
proper stock, as indicated on the 


card. If the sale checked off brings 
the number of the item to or near 
the minimum shown, he “flags” 
the card. The following morning 
the department head checks the 
cards and orders replacements of 
merchandise represented on the 
flagged cards. 

Thus at any moment Cox may 
consult the records at hand and 
ascertain the value of his inven- 
tory, and the amount of profit he 
makes day by day. He can check 
this against previous years (for 
condensed records show this), and 
check various departments to see 
which, if any, are falling below 
their quotas or last year’s volume. 

Mrs. Lusk also maintains a daily 
record of accounts paid and she de- 
ducts these from current accounts 
receivable records. She provides 
Mr. Cox with a daily list of all ac- 
counts receivable, so that he may 
be able to intensify collection ef- 
forts when he sees a slowing- 
down of accounts paid instead of 
waiting until the end of the month 
to wonder why deposits have been 
light. 

Condensing this daily informa- 
tion, Mrs. Lusk at the end of each 
month compiles three condensed 
reports for Mr. Cox. These show 
him in a nutshell the status of the 
business for the month just closed. 


Balance Sheet 


One is a Balance Sheet, multi- 
graphed with all necessary head- 
ings and entries, so that Mrs. Lusk 
has merely to fill in the correct 
figures, which shows current as- 
sets, fixed assets, incidental assets 
and liabilities, so broken down 
that any weakness in the operation 
shows up here as well as on the 
daily reports. 

Another is a Profit & Loss State- 
ment, showing sales revenue, sales 
expenses, income and expense 
from the shop, operating income 
and net income for the month. 

The third sheet carries a Trial 
Balance, with every item enter- 
ing into such a report mimeo- 
graphed and the figures filled in. 

For the past six years Cox has 
sat down at the first of each year 
and set a profit goal for the com- 
pany for that year. With the ex- 
ception of one year during these 
six he has accomplished this 
profit-goal by the end of the 
eighth month. 

“I couldn’t possibly have done 
this without this simple but com- 
plete bookkeeping and inventory 
system,” he declares. 
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‘<There Goes One of My Best 
‘420’ Salesmen’’ 





Tus John Deere dealer, of course, is referring to 
the customer just leaving his store. You see, this 
particular farmer happened to be one of the first in 
his neighborhood to own a new John Deere “420” 
Tractor. And he made no secret of his satisfaction 
Naturally, that kind of word gets around fast, and 
it wasn't long before other farmers in the neighbor- 
hood were finding that the “420"'—in one of its ten 
models—would fit ideally the “power gaps” on their 


farms. 


Actually, John Deere has thousands of this type of 
“volunteer salesmen’’—satisfied farmer-owners who 
are qualified and willing totell the story of John Deere 
quality farm equipment, a story backed by the author- 
ity of their own experiences. And, you can bet that 
Even in the short time since its intreduction, the "420" bas no advertising skills, no selling techniques can do 


become pore better performance in the higher a more effective job of moving tractors or implements 
gears an a power to use Seoernepaely tools. These ad- 
vantages, combined with many advancements, mean more 
acres covered per day and more jobs done on time—all with 
s or savings and with greater comfort and convenience for That, in a nutshell, is what our dealer meant when 


the operator. 


from the dealer's store to the farms. 


he referred to this satisfied farmer as one of his best 


420” salesmen. 
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Pre-season surveys boost sales of 


Irrigation Equipment 


“s BELIEVE it is going to be a 
good hard times seller.” 

When J. H. Beasley expressed 
that belief he was thinking of 
“hard times” in terms of dry 
weather which had scorched his 
area for three years. The “seller” 
he had in mind was a line of irri- 
gation equipment which, for the 
purchasing farmer, would make 
the dry weather less dry and hard 
times less hard. 

Beasley is one of the two part- 
ners in Warren’s Farm Service at 
Franklin, Tenn. The other partner 
is J. W. Warren who founded the 
firm. Although the summer of 
1955 was blessed with more rain 
than those of the three preceding 
years some of the areas around 
Franklin have suffered more 
drought than surrounding sections. 
Having already endured three 
years of unclouded skies it doesn’t 
take more than a few weeks of 
rainless weather to give many 
farmers an “irrigation complex.” 
And that’s always the easiest time 
to sell them, according to these 
dealers. 

Beasley says there are few 
farms that have enough available 
water to adequately cover all their 


Farmer customer re-visits store for additional equipment needed. Beasley, 
right, explains merits of a sprinkler head, while Mrs. Holt writes up the 
order. Selling this equipment is a year-round job for the company 


tillable acres. He says that one of 
the most important things that a 
selling dealer has to impress on a 
buying farmer is not to spread his 
supply of water too thin. 

“When I go out to check the irri- 


Tah et 9 
1” = 


gation possibilities of a farm the 
first thing I do is to make a 
thorough examination of the 
amount of water upon which the 
farmer can depend. If the farm is 
(Continued on page 134) 


Beasley, right, suggests that farmer lift 20 sections of aluminum pipe as demonstration of pipe's lightness 
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Model 705 gives forced air drying—heated or unheated. 


Another first for New Holland dealers... 


A Portable Crop Dryer 
for the average-size farm 


New markets! New customers! New sales! New Holland 
dealers can expect them all with this portable, multi- 
purpose Crop Dryer. It’s the first Crop Dryer ever marketed 
with the sales and service support of a national farm 
equipment manufacturer. 


Priced low and economical to run, the Model 705 brings 
the advantages of a drying system to the average-size farm. 
Now with forced air and fuel heat, the farmer can bring 
his crop into safe storage at its highest quality . . . also do 
custom work for his neighbors. 
The sales potential of the New Holland Crop Dryer is 
limitless. Education and aggressive selling will be needed, With bins (above) and racks, handle hay, small grains, 
but it will pay off handsomely just as the introduction of ear corn. Exclusively engineered augers and many 
the automatic baler triggered a new sales era in grassland openings in bin walls make for fast, even drying. 
equipment 16 years ago. . 
If you're not already carrying this leading line of grass- 
land equipment and you'd like to know more about us, 
write: New Holland Machine Co., a subsidiary of Sperry 
Rand Corporation, New Holland, Pa. 


@ New Hotianp . ~k 


Atomizing-type burner unit automatically shuts off 


® 
ir: . ° 
First in Grassland Farming" when fan stops or temperature reaches 165 degrees. 


Indirect burner gives safe, smoke-free heat. 
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a really new poultry netting 
from RED BRAND 





tS Ye Ss etl ees 







os Sy etl YS eee . 
makes the 
ditfterence in 
poultry netting 


oa “i 
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| 


these reinforcing wires 
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KEYLINE 


your customers can 
see why KEYLINE is best 


‘Yet Keyline Netting costs no more. Not only does it stretch more 
easily, but it won't bag or bulge. And it stays straight at the top and 
megece tha 


icetagebibieding Wren the Keylincs, make the big difference between 
this and ordinary poultry netting. The Keyline is actually woven into these 
wires to add strength. The “reverse twist’ weave of Keyline adjusts to give a 
neat, flat surface. 


But this isn’t all—Keyline Netting is backed up by an aggressive advertis- 
ing campaign in leading fartn and poultry publications, with an ad mat service 
and envelope stuffers available to help you increase your sales. 


Keyline Poultry, _ Netting turns over fast! Send in your order today. 


KEYSTONE STEEL 4&2 WIRE COMPANY 
Peoria 7, llinois 


RED BRAND* FENCE « RED BRAND*® BARBED WIRE 
KEYLINE POULTRY NETTING + RED Tor* 
STEEL POSTS - GATES « NON-CLIMBABLE 

FENCE + ORNAMENTAL FENCE + BALE 

TIES + NAILS « KEYMESH* - KEY- 

CORNER - KEYBEAD 


ERE ee PE oe 


‘make the difference in sales and quality 
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Census data spotlights 


Agricultural Progress 


IGNIFICANT changes during the 

last five years in farms and 
agriculture are shown by the sum- 
mary of the 1954 Census of Agri- 
culture released by the Bureau of 
the Census, U. S. Department of 
Commerce. 

One of the most significant 
changes revealed by the 1954 farm 
census was the decline of almost 
600,000, or 11.1 percent, in the 
number of farms, The number of 
farms decreased from 1950 to 1954 
in every State except Florida, and 
in all except 180 out of the 3,067 
counties in the United States. The 
number of census farms was less in 
1954 than for any census since 
1890. 

Most of the decrease in the num- 
ber of farms from 1950 to 1954 oc- 
curred in the number of farms of 
10 to 100 acres. The number of 
farms in this size category declined 
449,000, or 17.8 percent, from 1950 
to 1954. The pull of jobs in cities 
and industry has been responsible 
for a considerable part of this 
change. Farm operators have either 
left their farms or have discon- 
tinued their agricultural opera- 


tions in order to work at nonfarm 
jobs. The combination of farms, 
particularly in the South, has been 
an important factor in the decline 
in the number of farms under 100 
acres in size. Farms operated by 
tenants, particularly by croppers 
and share tenants, have become 
parts of larger operating units; and 
the decline of 271,000, or 14.9 per- 
cent, in the number of farms of less 
than 100 acres in the South be- 
tween 1950 and 1954, resulted 
largely from the disappearance of 
units operated by share tenants 
and croppers. 


Increase in Size 


In 1925, there were 63,328 farms 
of 1,000 acres and over in the 
United States. By 1954, this num- 
ber had increased to 130,463. The 
number of farms of 500 acres or 
more has increased 55.5 percent 
during the last 30 years. Farms of 
this size now comprise over 6.7 
percent of the Nation’s farms. At 
the other end of the scale for size 
of farm, there has been a signifi- 
cant increase in the number of 


farms of less than 10 acres during 
the last three decades. Farms of 
less than 10 acres comprised less 
than 6 percent of farms in 1925, 
but now make up 10.1 percent of 
all farms. The significant increase 
in farms of less than 10 acres has 
resulted largely from the increas- 
ing importance of part-time farms. 
Automobiles, better roads, and 
other facilities like electricity and 
telephones, in rural areas, have 
encouraged farmers and others to 
live in the country and drive to 
jobs in nearby towns or factories. 
As farm mechanization of agri- 
cultural operations has increased, 
farms have decreased in number as 
farm operators have found them- 
selves able to handle more land. 
There has also been a growing 
combination of farms in order to 
utilize more fully and efficiently 
modern power and equipment. The 
increase of 5.1 percent in farms of 
500 to 999 acres, and 7.5 percent in 
farms of 1,000 acres and over, from 
1950 to 1954, indicates the eypan- 
sion in the number of large farms 
has continued during the last five 
(Continued on page 132) 
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41,561 052 
85,768 152,361 
54,872 173,483 
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37,209 
77,483 
68,013 
48,644 
22,275 
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Alabama 
Arkansas 
Florida 
Georgia 
Kentucky 
Louisiana 
Maryland 
Mississippi 
Missouri 
North Carolina 
Oklahoma 
South Carolina 
Tennessee 
Texas 
Virginia 

West Virginia 
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AFEMA Names Halter 
Managing Director 


W. A. MaTHEson, SR., president 
of the Allied Farm Equipment 
Manufacturers Association, an- 
nounces the appointment of Harold 
B. Halter of St. Louis, Mo., as 
managing director of the organiza- 
tion effective February 1. AFEMA 
offices will be transferred from 
Chicago to the new location at 
1014 Locust St., St. Louis. 

Mr. Halter, who has been on the 
staff of the National Retail Farm 
Equipment Association since 1946, 
served as director of public rela- 
tions for the past five years. Dur- 
ing World War II he held the rank 
of lieutenant colonel on General 
MacArthur’s public relations staff. 

“Mr. Halter will be charged with 
the dual responsibility of increas- 
ing AFEMA membership and de- 
veloping additional services,” Mr. 
Matheson, who is president of 
Portable Elevator Manufacturing 
Company of Bloomington, IIL, 
states. 

“The affairs of our comparative- 
ly young association have grown to 
the point where the Board of Di- 
rectors now feel a full time office 
and staff are needed to serve ade- 
quately the manufacturing seg- 
ment of the Industry,” Mr. Mathe- 
son declares. 

Storms & Westcott, Chicago 
trade association management 
firm, will continue as consultants 
to AFEMA which presently has 
220 farm equipment short line 
manufacturer members in the 
United States and Canada. 

The annual spring convention 
will be held April 9-11, concur- 
rently with the meeting of the 
Farm Equipment Wholesalers As- 
sociation at the Edgewater Beach 
Hotel, Chicago. 


° 


Farm Income Declines 
Three Percent in "55 


TOTAL CASH receipts from farm 
marketings in December, the latest 
month for which figures are avail- 
able, are tentatively estimated at 
2.7 billion dollars, down 15 per- 
cent from November, but only 
about two percent below Decem- 
ber, 1954. 

Receipts from livestock and 
products were about 1.3 billion dol- 
lars and crop receipts are tenta- 
tively estimated at 1.4 billion. 

Tentative receipts for 1955 then 
amount to 29.2 billion dollars down 
three percent from 1954. 
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5 Answers To A Customer's Prayer. . . 


Planet Jr 


NEW SUPERIDER—sets new standards 
in riding tractors at a cost so low it will 
surprise your customers. Its 144 h.p. 
engine handles single mower, heavy loads 

. even gang mowers with ease. And your 
customers ride as they work. Saves steps, 
time, money. Present owners of Super 
Tuffy Tractors can convert to Su — 
for a low price—extra business for you 


SUPER TUFFY—with new, modern design. 
Gives rugged, dependable service. Works 
with many year ‘round attachments which 
interchange quickly, easily. Its 1% h.p. 


engine is “‘su 
and garden jo 


r-tough” and makes lawn 


easy. 


NEW PLANETILLER (it tills, it mows) — 
with dynamic 244 h.p. engine. Prepares 

beds, cultivates gardens, renovates 
lawns, mulches, cleans up borders. Self- 
cleaning, self-sharpening 10” tines. Deep or 
shallow cultivation. Clutch and throttle con- 
trols. Quick change from tiller to mower by 
using Planet Jr. A52T Rotary Attachment. 


BP-1—2 H.P. TRACTOR — new in 
design and lightweight, too! Han- 
dles easily, yet is rugged and power- 
ful. Steel handles are reinforced and 
adjustable. Large tires, 5 x 12, give 
ground-gripping action. Wheel set- 
tings are 15" and 25” 


B-8—2'/2 H.P. TRACTOR—efficient, ver- 
satile, reliable. Also Model B-8R with 
reverse. Power to spare for many uses 
around country place, small farm, nurs- 
ery or in home garden. Larger 6x 12 
tires. Wheel settings are 16’’ x 26’’. 


ae 
in the Field 


Don't Delay — Mail Coupon Today! 


$. L. ALLEN & CO.., Inc. 
3421 N. Sth Street, Philadeiphic 40, Po 
Rush me the story on the items checked below 


) Superider 
C) 8P- 


Nome 


Address 


City 


Planetilier 
B-8R with reverse 


Super Tuffy 
1 0 8-8 














George K. Wade, second from left, Greenwood, Miss., is the new pres._ 

of the Mid-South Farm Equipment Association. He was elevated from the 

first vice-presidency to succeed Bob Lee Smith, second from right, at the 

association's 14th annual convention January 23-24 in Memphis. Thad 

Caraway, left, is the executive secretary-treasurer. Oscar Beaver, right, 
of Knoxville, Tenn., is the new first vice-president 


Tennessee Meeting 


DESPITE THE farm squeeze, 1956 
is going to be a good year for most 
farm equipment dealers. 

Five hundred dealers attending 
the 14th annual convention of the 
Mid-South Farm Equipment As- 
sociation, held January 23-24 in 
Memphis were given that assur- 
ance by leaders in the industry. 

Speaker after speaker reflected 
growing optimism. They cited the 
mush-rooming population and the 
exodus of many farmers for the 
big cities, emphasizing that more 
food and fiber must be grown with 
less labor and therefore with more 
dependence upon farm machinery. 

C. P. Milne, executive vice- 
president of Massey-Harris-Fergu- 
son Co., Inc., Racine, Wis., empha- 
sized the expanding market for 
new tractors and combines. “The 
replacement market for tractors 
and combines is increasing each 
year as more old machines go to 
the junk yard,” he declared. “That 
should give you much encourage- 
ment as you face the future.” 

Touching on the farmers’ plight, 
Milne said the price squeeze is a 
challenge to the equipment indus- 
try. “Obviously, if the farmers are 
to prosper in the face of con- 
tinually rising costs, they must 
have better equipment,” he rea- 
soned. 


He urged dealers to check, lubri- 
cate and adjust all machines care- 
fully before delivering them to 
new buyers and reminded them to 
study their trade territory poten- 
tial for replacements. 

Retiring President Bob Lee 
Smith, Blytheville, Ark., who pre- 
sided, spoke on the convention 
theme, “Shooting Straight,” and 
stressed promotion of the associa- 
tion and better dealer service. 
“The only way to compete with a 
competitor is to out-service him,” 
he declared. 


Panel Discussion 


A panel discussion of “Farm 
Equipment Higher—Farm Income 
Lower — Now What?” claimed 
much interest as problems were 
spotlighted. Moderator was Hunt 
Maddox, Jackson, Tenn. On the 
panel were Karl H. Krause, 
Massey - Harris- Ferguson’s  vice- 
president in charge of manufactur- 
ing; Ed Jones, Memphis, Illinois 
Central Railroad agricultural 
agent, and Lawrence E. Kreider, 
St. Louis, agricultural economist, 
Eighth Federal Reserve District. 

Mrs. Mary D. Cain, Summit, 
Miss., editor, urged dealers to work 
together to regain free economy 
and solve the farm problem. De 


Loss Walker, Chicago economist, 
predicted the farm problem would 
be solved by the putting of farm- 
ers back on a competitive basis. He 
warned dealers to adapt their busi- 
nesses to the fast-changing econ- 
omy in order to survive. 

Sales volume and net profit for 
most equipment dealers were up 
last year over 1954 despite the 
farmers’ price squeeze, Harold B 
Halter, director of public relations, 
National Retail Farm Equipment 
Association, St. Louis, reported. 
He said dealers are now getting 25 
cents out of every dollar spent by 
farmers. 

George K. Wade, Greenwood, 
Miss., John Deere dealer, was ele- 
vated from first vice-president to 
the presidency succeeding Smith. 
Oscar Beaver, Knoxville, Tenn., 
stepped up from second vice-presi- 
dent to first vice-president. Walter 
May, Jr., Memphis, was named 
second vice-president. 

Sam Eason, Cleveland, Miss., 
and Bill Fitzgerald, Fayetteville, 
Tenn., were named directors for 
three-year terms. Nuel Shupe, 
Stuttgart, Ark., was named to the 
board for a one-year term. Hold- 
over directors are Oscar Melton, 
Truman, Ark.; George Delaney, 
Holcomb, Mo.; J. V. Anderson, 
Bolivar, Tenn., and W. D. Hemp- 
hill, Indianola, Miss. Earl Kirk, 
Paragould, Ark., continues as Na- 
tional Retail Farm Equipment As- 
sociation Board member. 


- 


Papec Announces New 
Forage Harvester 


A NEW FORAGE harvester, the 
Papec No. 32, has been announced 
by Papec Machine Co., Shortsville, 
N. Y. 

The Papec No. 32 has a full 14- 
inch throat with 98 square inches 
of throat opening. It is available 
with row-crop, direct cut and hay 
pick-up attachments. A new quick- 
hitch design enables the attach- 
ments to be changed faster and 
easier, the manufacturers state. 

The No. 32 has adjustable axles, 
adjustable hay pick-up fingers, 
automatic delivery pipe control, 
side and rear feed delivery, pat- 
ented silage shelf, simplified di- 
rect-cut reel and other Papec fea- 
tures. 

The Papec No. 32 Forage Har- 
vester base unit with PTO drive 
is priced at $1,025. Row-crop at- 
tachment is $285, direct cut $325, 
and hay pick-up $185. All prices 
are f.o.b. Shortsville, N. Y. 
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RACTOR-EASY 


with these 


useful 
farm tools 








Factory-engineered equipment for Allis- 
Chalmers CA and WD-45 Tractors now 
includes a variety of specialized labor- 







saving equipment. 






These new hydraulically-operated at- 






tachments—loaders, fork carrier, crane, 






and scraper—bring new convenience for 






Allis-Chalmers owners, added sales for 







Allis-Chalmers dealers. 
A basic advantage with each of these 






attachments is their use of the regular 






Allis-Chalmers hydraulic system, avoiding 






the expense of separate pump and controls. 





Rear-mounted Carrier and Scraper have 





SNAP-COUPLER hitch, making them ready 






for use on a moment’s notice, and released 






instantly to free the tractor for other work. 






Allis-Chalmers Farm Loaders also offer 







quick-change mounting, plus the operating 
convenience of Allis-Chalmers two-clutch 






power control. With this loader, the WD- 






45 Tractor can move forward, stop, or 







reverse while the bucket continues to 


raise or lower. 






Specialized equipment like this explains 
why CA and WD-45 Tractors do more 


jobs, save more time, earn more income... 








another reason for the swing to Allis- 






Chalmers. 






ALLIS-CHALMERS, FARM EQUIPMENT DIVISION 
MILWAUKEE |, WISCONSIN 









SNAP-COUPLER is an Allis-Chalmers trademark 


ALLIS-CHALMERS << 





New “Hi-40" Tractors 
Expand Ferguson Line 


THE FERGUSON Division of Mas- 
sey-Harris-Ferguson, Inc., is intro- 
ducing a new line of tractors 
known as the “Hi-40.” This new 
series, which will be produced in 
addition to the Ferguson “35”, in- 
cludes three high-clearance types: 
4-wheel, tricycle, single front 
wheel, and tricycle, double front 


wheels, it was announced. 

This is the first time in Fergu- 
son’s history that more than one 
model Ferguson tractor has been 
offered to the public at one time. 
These tractors will extend use of 
the Ferguson system to row-crop 
and specialized farming operations 
which require high clearance, The 


New series including 4-wheel 

model, left, will extend Ferguson 

system to row-crop and special- 
ized farming operations 


company points out that the trac- 
tors also will serve the farmer 
who prefers mid-mounted equip- 
ment. 

Production schedules have been 
established, and the “Hi-40” is ex- 
pected to be available to farmers 
this spring. 

Some of the features of the “Hi- 
40” include: interchangeable front 
wheel systems, improved hydraulic 
system with constant running 
pump, double-acting control spring 
and overload release; longer and 
heavier than the Ferguson “35”; 
pads are provided for attaching the 
mid-mounted tillage equipment; 
optional power steering equip- 
ment; 12-volt electrical system; 
“foam-float” seat with adjustable 
cushioned back rest; larger, 17- 
gallon gas tank; live PTO (stand- 
ard equipment); attractive new 
grille and hood styling; and the 
“4-Way Work Control” features of 
the Ferguson “35.” 

The company emphasized that 
the new “Hi-40” models are addi- 
tional tractors in the Ferguson 
line. They do not replace the well 
known Ferguson “35”. 

Production schedules for the 
Ferguson “35” has been stepped up 
to meet incerasing winter and 
spring demands, according to the 
company’s announcement. 


Single front wheel model and double front wheel type are included in series 
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New Features Announced 
in Bolens Super Mustang 


BOoLENS Products Division, Food 
Machinery and Chemical Corp., 
Port Washington, Wis., announces 
improvements in its engineering 
and design on the Super Mustang 
M-E Rotary Tiller Model M16A. 





The comes 


controlled power 
from the Clinton 3 H.P. engine; 


new features are all improved 
clutch, enclosed drive shaft as well 
as heavier construction for tough 
tilling jobs. 

The specifications for the Super 
Mustang include the tilling swatch 
of 16 to 20 inches, selective depth 
control to eight inches and the net 
weight which is now 168 pounds. 
The Super Mustang has 16 self- 
sharpening, all purpose Universal 
hoe blades that are guaranteed 
against breakage. 


a 


New Field Chopper Added 
to Schultz Shredmasters 


A NEW FIELD chopper with 
wheels mounted in the rear and 
adjustable to all row widths has 
been added to the Shredmaster line 
of the L. H. Schultz Manufacturing 
Co., Rochelle, Il. 








Mounting the wheels in the rear 
avoids running over material be- 
fore it is chopped, the manufactur- 
ers state. It also permits working 
much closer to orchard trees, 
fences and other obstructions 
while making a full 76 inch cut it 
was announced. 

Highway transportation is said 
to be easier with the new minimum 
width machine. Adjustable width 
between wheels provides the prop- 
er wheel-width to match the row- 
width of the crop being cut. 

The new _  rear-wheel-mounted 


Shredmaster retains all the proven 
advantages of Schultz Stalk Pul- 
verizers and Forage Harvesters, ac- 
cording to the manufacturers. It 
has the same spiral cutting action, 
positive chain drive, contour or 
straight hammers and controls 
from the tractor seat. It is also 
adaptable to mounting the wheels 
on the side, if desired. 

Like all Schultz Shredmasters 
the new rear wheel unit may be 
converted to a complete forage 
harvester at any time the company 


points out. 








sprayers 








SPRAYING SYSTEMS 


leefet. 


SPRAY NOZZLES 


with interchangeable 
orifice tips 


Patent No. 
2,621,078 













for 
broadcast 
spraying 
and 
nitrogen 
fertilizers 





Patent No. 
2,619,388 


|) SPRAYING SYSTEMS 


Loom/fet, 


SPRAY NOZZLES 


ee | 














Patent 
Pending 





pressures 
up to 800 pounds 


SPRAYING SYSTEMS 


GUT Zi 


SPRAY GUNS 





accessories and fittings 
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they couldn't be better 
spray nozzles 


Make sure your customers get the 
most for their money by selling only 
Spraying Systems farm spray nozzles 
and accessories. Engineered and pre- 
cision built by the company that’s 
recognized as America’s top designer 
and manufacturer of spray nozzles. 
Supplied as original equipment by 
the country’s leading spray rig and 
sprayer manufacturers . . . wherever 
quality spray nozzles are needed. 
Proved on the farms by tens of thou- 
sands of users. It’s a fact, that you 
couldn’t find better spray nozzles, no 
matter what the price might be. 





When you order for replacement sales 


to make certain you satisfy your 
farm customers... and have full 
standard markup on every sale... 
be sure to ask your distributor for 
the Spraying Systems line. 


SPRAYING SYSTEMS CO. 


3277 Randolph Street ¢ Bellwood, Illinois 


Aa ogooncal 


write for your free 
copy of Catalog 30... 
twenty pages of profit 
making spray nozzles 
i SW A and accessories for 

» \ every kind of farm 

~ spraying. 
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"You can start small and grow 


-say the FM. McClains, owners 
McClain Tractor Sales, Monroeville, Ohio 








Starting with a $15,000 investment, their Ford Tractor and Implement 
dealership grows into a $100,000 money-maker in ten years 


Here is a success story that is being echoed time and 
again by up-and-coming dealers who are growing 
and prospering with Ford. 

Ten years ago when F. M. (Mac) McClain put 
away his military uniform, he decided to again go 
into business for himself. The farm machinery retail 
business looked good to him because he had been 
raised on a farm, and he knew and liked farmers. 
In addition, he had previous retail experience in the 
automotive field as well as extensive experience as 
a master mechanic. 

So to sum it up, Mac McClain had plenty of enthu- 
siasm and the right kind of background and experi- 
ence, but he was light on capital. “That was why,” 
McClain says, “it was doubly important for me to 
carefully choose a dealer franchise that offered 
plenty of opportunity for growth. 


“After looking them all over, I chose Ford,” 
McClain adds. “For I knew Ford would aim for 
leadership in the farm machinery field and that they 
would offer the kind of products, pricing and dealer 
assistance to get the job done.” 


So from the modest beginning of a $15,000 invest- 
ment, Mac McClain started turning his opportunity 
with Ford into sales and profits. 

For the first few months, Mac and a valuable 
partner, his wife, laid the groundwork and “got the 
ball rolling.” But soon, so many farmers were coming 
back to do business with the McClains that they had 
to add more help. Naturally, their first thought was 
to give better service to their customers, so they 
added two men who handle service work. Now, a full 
time salesman will soon join the force. 


Meanwhile, the McClains’ original $15,000 invest- 
ment has grown into a $100,000 money-making enter- 
prise. “But we’re really just getting started,” McClain 
says. “With Ford’s rapidly expanding line and 
aggressive selling program, we can see a much 
bigger opportunity ahead.” 

The success of dozens of McClains in every section 
of the country is living proof that you can start small 
and grow big with Ford. It is living proof, too, that 
it’s better to be with Ford than to watch Ford! 


TRACTOR AND IMPLEMENT DIVISION 
FORD MOTOR COMPANY 


TRACTORS 


Birmingham, Michigan 
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Mac McClain believes that good shop 
work and quick parts service can do 
much to draw and hold customers. A 
modern, well-equipped service shop and 
experienced servicemen like Harold 
Pifer and Lee Hannel help keep cus- 
tomers satisfied. Both of these expert 
mechanics have been with McClain 
Tractor Sales for more than five years. 
They can get to the cause of trouble in 
a hurry, and customers appreciate it. 


You'll find that Mac McClain never passes up a 
chance for a good talk with customers. By keeping 
in close contact with farmers, he acts as clearing- 
house for information in his area, especially when 
it comes to farm machinery. “We find that Ford 
Tractors and Implements attract buyers because of 
their selling features and low prices,” McClain adds. 
“That’s why we like to demonstrate and talk dollars- 
and-cents. When a customer wants to be shown, 
that’s when we know we'll make a sale.” 
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Case Co.'s “300” Tractor 
Has 12-Speed Transmission 


A NEW MODEL “300” Tractor has 
been announced by J. I. Case Co., 
Racine, Wisconsin. Featured is a 
triple-range transmission that pro- 
vides twelve speeds forward and 
three reverse to match crop condi- 
tions, loads and P.T.O. operations. 

In engines there is a wide range 
of choice. The gasoline engine has 
a cornpression ratio of 7.1 to 1, be- 
lieved to be the highest for any 
tractor engine of its size class. The 
same engine is available with 
modifications and equipment for 
heavier fuels of lower volatility 
and octane rating, and also for LP- 
gas. The piston displacement is 
148 cubic inches, Rated speed is 
1750 RPM at full load, with torque 
peak coming at 1200 RPM. Sus- 
tained torque enables the “300” to 
pull normal load with engine at 
half speed. 

The diesel engine has the same 
rated and peak-torque speeds and 
the same bore, but the stroke is 
longer to give a displacement of 
157 cubic inches. Both engines 
have aluminum alloy pistons with 
three compression rings and an 
oil ring. They are not yet officially 
rated, but are said to qualify in the 
35-horsepower class. Both engines 
have cooling systems pressurized at 
4 pounds, with generous capacity 


124 


for dependable cooling in wide 
range of temperatures. 

Together with the engine torque 
characteristics, the  triple-range 
transmission has practically a 
double overlap in most gears. That 
is, when the engine is pulled down 
to its peak-torque RPM, a shift to 
the second speed lower will give 


™ 


A major feature of the new "300" 
tractor is a triple-range trans- 
mission that provides twelve 
speeds forward and three re- 
verse to match crop conditions, 
loads and P.T.O. operations 


approximately the same travel 
speed when the engine regains its 
rated RPM. For steady pulling, the 
close spacing of gear speeds per- 
mits utilizing full rated speed and 
power of the engine more com- 
pletely than ever before. It also 
provides new precision in match- 
ing travel speed to crop conditions 
when harvesting with PTO ma- 
chines. 

Steering is said to be easy as a 
result of a cam-and-lever steering 
gear and low-friction suspension of 
the front end. Short turning, with- 
out undue shortening of wheel- 
base, is achieved in axle models by 
diagonal arrangement of twin 
drag links in front of the axle. 

Contributing to easy, safe han- 
dling—including the hauling of 
loaded trailers at highway speeds 
—are double-disk brakes of latest 
design and 6-inch size. Mounting 
on differential shafts, ahead of the 
axle, multiplies their holding pow- 
er. 

The new tractor is designed low 
to the ground, yet is high under- 
neath. Under the engine of the row 
crop model, the clearance is a 
strong 23 inches, generous room for 
mid-mounted cultivators. The driv- 

(Continued on page 134) 


All agricultural models of the new Case "300" have Eagle Hitch for rear 
mounting of implements. As a safety feature, implements cannot be raised 
or lowered unless the tractor's engine is running 
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no 
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insurance 
protection 


for BUSINESS, HOME or CAR 
Dividend Savings up to 30% 


Federated IMPLEMENT and HARDWARE 


[ INSURANCE COMPANY 
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IT'S GOOD BUSINESS TO SUPPORT YOUR ASSOCIATION 
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No Wonder Kaiser Aluminum 


YOUR OWN PERSONALIZED DIRECT MAIL PROGRAM! 


YOU will be on the cover of these direct mail pieces 
when you become a Kaiser Aluminum Farm Roofing 
Dealer! All four mailers will feature you and your store; 
each will include a timely newsletter of special interest 
to farmers. 


Watch the dollars roli in when you feature easy-to-sell 
Kaiser Aluminum Roofing and Siding. Customers will 
be using it for almost every farm building job. 


Your customers will like Kaiser Aluminum Roofing 
because it saves time and money. Light weight, easy-to- 
handle—it goes on fast. Yet it’s strong and durable and 
lasts for years. Provides excellent protection against 


All you do is provide a mailing list of your selected 
customers. We pay the postage and handle all the print- 
ing and mailing—at absolutely no charge to you. This 
powerful, personalized direct mail program will reach 
your customers right where they live. 


wind and weather. It won’t rust or rot—never needs 
painting. 

Kaiser Aluminum Roofing can be the most profitable 
building material you have ever handled. And to make 
sure your customers get sold—and stay sold—we will 
back you up with the most powerful Jocal advertising 
program ever offered in your area. 


Kaiser Aluminum 


ROOFING AND SIDING 
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Farm Roofing is EASY TO SELL! 


POINT-OF-SALE DISPLAY MATERIAL 


, Mase oe 


SALES 
BOOSTERS 
INSIDE! 


a 


NEWSPAPER ADVERTISING 


RADIO COMMERCIALS ON LOCAL STATIONS 


NATIONAL AND LOCAL ADVERTISING—AND PROMOTION! 


Advertising in big consumer and farm magazines includ- 
ing Progressive Farmer and Farm Journal—plus ads in 
selected local newspapers—will reach your best cus- 
tomers. Radio commercials on local stations will tell 
- thousands of listeners how Kaiser Aluminum Roofing 


CASH IN ON THE DEMAND FOR 
KAISER ALUMINUM ROOFING... 
MAIL THIS COUPON TODAY! 








wa 


Saves time and money. A handsome display rack inter- 
ests your customers in Kaiser Aluminum’s eleven plans 
for better farm buildings. 

These eleven easy-to-use plans are furnished to you 
for distribution to your customers. 


Kaiser Aluminum & Chemical Sales, Inc. 
Consumer Service Division, Room 6381 
1924 Broadway, Oakland 12, California 


Please send information on Kaiser Aluminum Roofing and Siding 


and include details on the advertising program. 


NAME 


ADDRESS 
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New IH Windrower Has 
Low-Angled Platform 


AN ALL=NEW self - propelled 
windrower that is said to have the 
lowest-angled platform made has 
been announced by the Inter- 
national Harvester Co., 180 North 
Michigan Ave., Chicago 1, II. 

The center-delivery platform of 
the new windrower has a maxi- 
mum working angle of only 23 de- 
grees when set at its lowest cutting 
height. The angle becomes even 
smaller as the platform is raised. 
This, it is explained, makes it pos- 
sible to build crop-saving wind- 
rows in any grain, hay, or seed 
that a farmer wants to windrow. 

The low-angle, center-delivery 
design of the platform interlaces 
stems of the crop being windrowed 
in what is described as a uniform 
fluffy pattern. As a consequence, 
the windrow is supported more 
readily by the stubble for the best 
drying and cleanest pick-up, the 
company stated. 

A convenient one-lever hy- 
draulic control is singled out as 
another big advantage of the new 
windrower. The operator can raise 
and lower the reel alone, or the 
reel and platform at the same time 
—with one lever. All of the op- 
erating controls are located in an 
easy-to-reach position. 

Two steering levers, located di- 
rectly in front of the operator, con- 
trol the planetary gear drive for 
greater maneuverability. A foot 
pedal controls the variable-speed 
drive to change speeds on the go. 
This lets the operator select any 
one of the seven travel speeds by 
simply touching his toe to the 
pedal. A foot brake is also regular 
equipment, A narrow wheel tread 
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permits safe highway transport, 
the manufacturers add. 

The new windrower is available 
with a 12- or 16-foot platform and 
a 25-hp air-cooled or 30-hp water- 
cooled, heavy-duty engine. 


5 


New Idea Produces PTO 
King-Size Spreader 


A NEW 125-bushel PTO manure 
spreader is announced by the New 
Idea Farm Equipment Co., Cold- 
water, Ohio. The No. 19 features a 
major drive mechanism housed 
completely within an _ oil-filled, 
dirt-free gear box. 

The positive 4-jawed, spring- 
loaded throw-out clutch permits 
the conveyor to operate independ- 
ently which is handy when the 
spreader box is cleaned. Protecting 
the spreader mechanism is a 
torque-limiting, disc-type over- 
load slip clutch mounted on the 
drive shaft. 

The No. 19’s yellow pine box is 


a< a _ FF 


supported by a husky steel frame 
and full length steel flares. The 
wood is treated with water- 
repellent penta preservative and 
sprayed with paint for even longer 
rot-free life. 

Fine shredding action is assured 
by triple-staggered, blade-like 
tapered teeth on the upper and 
lower cylinders, double riveted to 
heavy cylinder angles, the manu- 
facturers state. 

A slanted arch permits unload- 
ing bigger loads without plugging. 
It is said to be out of the way of 
the hydraulic loader and deflects 
manure to the paddles for more 
even spreading and finer shred- 
ding. Paddles are mounted in pairs, 
individually removable. 

The No. 19 is available with 
9.00-24 grooved implement tires, or 
20-inch disc wheels with remov- 
able rings for mounting used 
truck tires. 

Five feed ranges for each for- 
ward speed of the tractor give the 
operator close control of spread- 
ing. 

New Idea also has in its line 
three ground-driven machines 
with 70-, 75- and 95-bushel capaci- 
ties. The No. 19 succeeds the 120- 
bushel No. 15 spreader. 


o 


Case Factories Adopt 
Container for Manuals 


Factories of the J. I. Case Co., 


Racine, Wis., have adopted a com- 
pletely sealed and waterproof poly- 
ethylene envelope container for 
operator’s instruction manuals, 
The new container will assure 
farmers and dealers of receiving 
manuals in first class condition un- 
damaged from weather, the manu- 
facturers state. The containers may 
be resealed after the original open- 


ing. 


=. 
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Radical Future Changes Predicted for 
Implement Design and Farming Methods 


A Forp Motor Co. executive re- 
cently predicted that progress in 
the development of new farm 
equipment at double the past rate 
can be expected in the next twenty 
years. 

Dale Roeder, chief engineer of 
Ford’s Tractor and Implement 
Division, told members of the 
Louisiana Enginering Society at 
their annual meeting in Baton 
Rouge that by 1976 the agricultural 
methods of today may “look as 
antiquated as the methods of 1916 
look to us right now.” 

Mr. Roeder based his prediction 
on “the rise of the scientific ap- 
proach to the entire field of imple- 
ment design.” This, he said, is “of 
more importance from an engineer- 
ing standpoint than any of the 
separate developments . and 
probably of greater significance 
than all of them lumped together.” 

Speaking about the changes in 
implements and farming practices 
which may be expected for the 


future, Mr. Roeder stressed the 
following points: 
(1) “New structural materials 


will be used in the farm equip- 
ment field .. . to give the farmer 
more durable, more efficient and 
more convenient tools for his 
trade.” 

(2) “I see an increased emphasis 
on operator comfort, convenience 
and safety. . . . It is not illogical to 
envision (tractor) cabs with sum- 
mer and winter air-conditioning, 
two-way radios, and telephone 
service. Greatly improved seating 
will reduce fatigue. Controls on 
both tractors and implements will 
be simplified and made more auto- 
matic.” 

(3) “Farm power of all kinds will 
see great increases in the next 20 
years. Farm tractors will increase 
in power ratings. . Use of elec- 
trical power will increase 
Some limited use of solar and/or 
atomic power sources may appear 
on farms by 1976.” 


(4) “The time requirement of 
farm jobs will be reduced by com- 
bining two or more jobs into one 
operation. . . . The ultimate in com- 
bined operations will be a machine 
which will go over the field only 
once. . . . Improbable as such a 
device may seem, some advance 
research work now under way 
leads me to believe that this is a 
possibility.” 

(5) “Trend toward higher capac- 
ity machines will continue. Faster 
operation will be an essential on 
the larger farms which are pre- 
dicted.” 

(6) “The field of mechanized 
handling of farm materials will un- 
dergo significant advances... . 
Automation will probably arrive 
on the farm in large measure in 
this area.” 

Other probable developments in 
specific farming operations were 
described by Mr. Roeder. Among 
these are accurate means, possibly 
by electronic eyes, for controlling 
cultivators; equipment to handle 
and feed chopped hay, and possibly 
convert this crop into pellets; and 
processing operations, such as dry- 
ing and cleaning, to be incorpo- 
rated into harvesting machinery 
and equipment. 





ORIGINAL and 
REPLACEMENT 

















WHITAKER E-Z-OUT 
GUARDS 


@ Will Interchange With Present Mower 
Guards 
@ Ledger Plates Replaced Without Disturb- 


ing Cutter Bar Assembly 


CUTTING PARTS 














WHITAKER E-Z-OUT 
KNIFE SECTIONS 
@ No Rivets, Bolts or Springs Required 
@ No Rivets To Cut or Replace—Change 
Knife Sections In Field 
@ Fit All Tractor Mowers—Sections Gripped 
Solidily Between Two Knife Backs 
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rouns—Nor Sh Sheared 





WHITAKER ROTARY MOWER BLADES 
@ Mill Edged Steel Urou 


@ 60% of All Mower Manu- 
facturers Use Rotary 
Blades Made By Whitaker 






















WHITAKER IS ONE OF 
THE LARGEST MANU- 
FACTURERS OF ORIG- 
INAL AND REPLACE- 
MENT PARTS FOR 
BINDERS, GARDEN 
TRACTORS, ROTARY 
POWER MOWERS, 
TRACTOR MOWERS 
AND OTHER FARM 
EQUIPMENT. 


WRITE TODAY FOR 
COMPLETE INFORMATION 





THE WHITAKER MANUFACTURING CO. 


5719 W. 65th ST. 


CHICAGO, ILL. 
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Allis-Chalmers Directors 
Elect Two Executives 


WILLIs G. SCHOLL, a group vice- 
president, was elected executive 
vice - president, Allis - Chalmers 
Manufacturing Co., Milwaukee, 
Wis., and Boyd S. Oberlink was 
elected vice-president in charge of 
Tractor Group at a recent meeting 
of the firm’s board of directors. 


Scholl Oberlink 


Scholl started with Allis-Chal- 
mers in 1936 as a salesman in 
Columbus, Ohio. He later held the 
positions of assistant branch man- 
ager and branch manager of the 
firm’s Toledo, Ohio, branch house. 

From 1947 to 1951 Scholl served 
as eastern territory manager of the 
Tractor Division’s sales forces. He 
then was named sales manager of 
the Allis-Chalmers Tractor Divi- 
sion and in 1952 vice-president in 
charge of the Division. The Divi- 
sion was reorganized into the 
Tractor Group in 1955. He was 
elected to the board of directors in 
1953. 

Scholl was born on a farm near 
Blissfield, Mich., where he at- 
tended school. His early experi- 
ence in sales was in the insurance 
field and later as a retail salesman 
with an Allis-Chalmers dealer in 
Toledo. 

Oberlink,, previously vice-presi- 
dent and general manager of the 
firm’s Construction Machinery 
Division, succeeds Scholl as group 
executive. The Tractor Group in- 
cludes the company’s “Construction 
Machinery, Farm Equipment and 
Buda Divisions. Oberlink began 
working in the Allis-Chalmers 
Tractor Division in 1934, shortly 
after graduating from the Univer- 
sity of Illinois. 

He held the positions of assistant 
supervisor of the allied equipment 
department and manager of the 
Division’s Washington, D. C., of- 
fice. 
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In 1943 he was named assistant 
industrial sales manager and three 
years later assistant to the vice- 
president in charge of the Tractor 
Division. 

He was named vice-president, 
Tractor Division, in 1951 and vice- 
president and general manager, 
Construction Machinery Division, 
last year. 


° 


New Idea Names Public 
Relations Appointments 


WILLIAM F. McCann, public re- 
lations manager for New Idea 
Division of Avco Manufacturing 
Corp. since 1953, has been ap- 
pointed sales promotion manager 
at the Coldwater, Ohio, home of- 
fice. 

Charles R. Johnson has been ap- 
pointed public relations manager, 


McCann Johnson 


succeeding McCann. 

Prior to joining New Idea, Mc- 
Cann served as reporter and editor 
on newspapers in Indiana, Texas 
and Dayton, Ohio. 

Johnson was transferred to the 
Coldwater, Ohio, home office from 


Factory Shipments of Farm Machinery 
Have Reversed Downward Trend 


AN INCREASE in shipments of 
farm machinery to dealers during 
the industry’s last fiscal year— 
November 1, 1954 - October 31, 
1955—has been reported by the 
Department of Commerce. 

The report states that shipments 
of machinery to dealers during that 
period exceeded the total for the 
preceding comparable period by 
approximately 15 percent. 

“According to voluntary reports 
from the principal producers, re- 
ceived by the Agricultural Con- 
struction, Mining and Oil Field 
Equipment Division of the Busi- 
ness and Defense Services Admin- 
istration, the volume of farm ma- 
chinery and equipment shipped to 
dealers for domestic use increased 
slightly over 18 percent but ex- 
ports normally representing about 
one-seventh of the total shipments 
declined approximately 6 percent. 

“Officials of the division stated 
that last year’s increase in sales to 
dealers reversed a decline that had 
been in progress over the past 
three years. 

“Tractor shipments which gen- 
erally account for about one-third 
of the industry's total volume of 
sales to dealers, increased substan- 
tially during the fiscal year. In that 
period, approximately 335,000 
tractors were shipped by manu- 
facturers to dealers. This reversed 


a downward trend that began in 
1952 and reached a low of about 
250,000 in 1954. 

“During the period 1948 through 
1951 shipments of wheel tractors 
remained very constant at approxi- 
mately 500,000 per year, reaching 
a peak of some 560,000 in 1951 
when demand for agricultural 
products was exceedingly high. 

“Shipments of farm machinery 
and equipment to dealers, other 
than wheel tractors, declined only 
slightly over the period of five 
years, and showed a slight increase 
in 1955 over the preceding year. 
The same pattern shown in tractor 
sales, was evident in the other ma- 
chinery and equipment, domestic 
sales being up and export sales 
down. 

“The inventory position of the 
industry, as reported by the larger 
manufacturers, does not appear to 
be abnormal in relation to the in- 
creased 1955 shipments, according 
to the division officials. 

“In the face of an estimated fur- 
ther decline in agricultural income, 
manufacturers show an awareness 
of problerns involved. Those re- 
porting indicated, however, that 
with accelerated sales efforts, ship- 
ments in the 1955-56 fiscal year 
can be maintained at levels com- 
parable to or slightly above those 
of last year.” 
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Avco’s American Kitchens Divi- 
sion in Connersville, Ind., where 
he served in a similar capacity. He 
formerly was associated with the 
Indianapolis Star and other In 
diana and Ohio newspapers. 

- 


Census Data 
(Continued from page 116) 


years. 

Notwithstanding the decrease in 
the number of farms, the total area 
of all farms in 1954 was almost the 
same as in 1950 and comprised over 
three-fifths of the total land area 
of the Nation. The average size of 
farm in 1954 was 242 acres, the 
highest average size shown by any 
farm census. The increase in the 
average size of farm has been al- 
most 70 acres since 1940 and al- 
most 100 acres since 1900. 

Land in farms from which crops 
were harvested totaled 333 million 
acres in 1954—a decrease of 12 
million acres below the total of 
1949. Compared with 1899, the in- 
crease in the acres of land from 
which crops were harvested has 
been only 50 million acres, or 18 
percent. 

The irrigated acreage of farm 


land increased almost 334 million 
acres from 1949 to 1954. The total 
acreage of irrigated land is now 
over 29 million acres. In the 
States east of the Mississippi River, 
excluding Florida, the number of 
farms reporting irrigation in- 
creased more than 3 times from 
1950 to 1954. There are now more 
than one-half million acres of irri- 
gated land in the 25 States, exclud- 
ing Florida, east of the Mississippi 
River. 

For the first time, the 1954 
Census obtained facts about the 
use of practices for the purpose of 
conserving the soil. Nearly half a 
million farmers in the eastern 
States reported over 9 million acres 
of cover crops turned under for 
green manure. In the West, over 5 
million acres of cropland had been 
planted so as to minimize wind 
erosion of soil. Almost 10 percent 
of farmers reported they had 
planted over 22 million acres of 
grain and row crops on the con- 
tour to help control soil erosion. 

The proportion of farms op- 
erated by tenants was lower in 
1954 than for any other census 
since 1880, the first census for 
which data on farm tenancy are 
available. In 1954, 24.4 percent of 
all farms were operated by tenants 


as compared with 26.8 percent in 
1950, 42.4 percent in 1930, and 25.6 
percent in 1880. 

A larger proportion of farmers 
owned all or part of their farms in 
1954 than at any census, since 
1880, for which this information is 
available. With mechanization, 
farm operators have been increas- 
ing the size of their farms. One of 
the means of increasing the size of 
farm operations is the renting of 
additional land. Farm operators 
renting land in addition to the land 
they owned totaled over 0.8 mil- 
lion, an increase of 4 percent since 
1950. The number of farm owners 
renting additional land has almost 
doubled since 1900. 

In order to present more ac- 
curate information on the farm 
situation, farms included in the 
1954 Census of Agriculture were 
divided into two general groups— 
commercial farms and other farms. 
Commercial farms included, gen- 
erally, all farms with a value of 
products sold of $1,200 or more; 
and also, all farms with a value of 
farm products sold of $250 to 
$1,199 when the farm operator 
worked off the farm less than 100 
days in 1954; or when the value of 
farm products sold exceeded the 
income the farmer and members of 
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SHOW YOUR CUSTOMERS THE WHIZ CHAIN 

SAW AND WATCH SALES INCREASE = 

New WHIZ chain saw unit is a real workhorse. ee om 

—_ oy op blade cuts trees ~~ a _ 

e and fast for one man to operate. Power 

by 2 HP, 2% WP. or 5 HP. Briggs & Stratton Toone oe one ie ramey 

gasoline engine, v-belt driven. Ideal for all . > or N. > S aaaaiiinaasiialike tla 

purpose form jobs, construction projects, tree lity prions abe bay enya | 

rimming, etc. = Also, 

Other Reot built WHIZ 26", 20” and 18” inter- ucing a mew line of Star Blade-Type Plow 

changeable attachments include: Circular Saw, Shares—in regi and short patterns— 

Mower, Cordwood Cutoff, Rotary Tiller, Posthole made from steel, rolled to our own 
strict coptiadens and automatically heat 


Digger, Grinder. i 
7 wy me treated for maximum re and wearing 
qualities. You'll want complete details now. 


dele} y MANUFACTURING CO., INC 





a 


= 


STAR MANUFACTURING COMPANY 





SOUTHERN FARM EQUIPMENT Section for MARCH, 1956 





his family received from nonfarm 
sources. 

Slightly more than two-thirds of 
all farms were classified as com- 
mercial farms in 1954. The propor- 
tion of farms classified as com- 
mercial changed very little from 
1950 to 1954. Commercial farms 
were further classified into six 
groups on the basis of the value of 
farm products sold. From 1950 to 
1954, there were significant in- 
creases in both the number and the 
proportion of farms with a value of 
farm products sold of $10,000 or 
more. In 1954, there were 134,000 
farms, or 3 percent of all farms, 
with a value of farm products sold 
of $25,000 and over. The number of 
such farms increased 27 percent 
from 1950 to 1954. Farms with a 
value of farm products sold of 
$10,000 to $24,999 totaled 449,000 
in 1954 and represented 9 percent 
of all farms. The number of those 
farms was 16 percent greater in 
1954 than in 1950. 


Part Time Farmers 


Other farms totaled 1.5 million 
in 1954. This total includes 0.6 
million part-time farms. Part-time 
farms comprise farms with a value 
of farm products sold of $250 to 
$1,199 provided the farm operator 
reported 100 or more days of work 
off the farm in 1954, or if the non- 
farm income received by him and 
members of his family was greater 
than the value of farm products 
sold. In 1954 as in 1950, one out of 
every eight farms was classified as 


have obtained electricity since 
1940. More than 9 out of 10 farms 
in all except 9 States had electric- 
ity in 1954. 

The figures from the 1954 Cen- 
sus indicate the continued growth 
of farm mechanization. Farms with 
milking machines increased 11.9 
percent; farms with corn pickers, 
51 percent; and farms with pick-up 
hay balers increased 131 percent 
from 1950 to 1954. Over 350,000 
more farms had tractors in 1954 
than in 1950, and the number of 
tractors on farms increased more 
than a million. The substitutions of 


tractors for horses and mules con- 
tinued at a rapid rate during the 
last 5 years, Almost 3% million 
horses and mules disappeared from 
farms between 1950 and 1954. 
Horseless farming is now a realized 
fact on more than 1.8 million 
farms. 

The growing importance of 
motor trucks to farmers is indi- 
cated by the increase of almost 
400,000 in the number of farms 
with motor trucks and almost a 
half million in the number of 
trucks on farms during the last five 
years. 





oat | Reap a harve 

_ aes * , re = st of 

ee §6PFrofits this Year! 
Your HERSCHEL 


representative 
tell youhow 


NOW is the time to plan a more 

profitable sales program for your 

business by stocking the repair parts 

and other farm supplies your cus- 

tomers will need in the season ahead. 

Your Herschel representative will be 

glad to help you select the stocks 

that give you more profits from sales, faster turnover and better cus- 
tomer service. Make 1956 your PROFIT YEAR — promote Herschel 
repairs and farm supplies. 


CUTTING PARTS AVAILABLE TO FIT 
ALL MAKES OF MOWERS AND COMBINES 


Every farmer in the area is a prospective customer for the Herschel 
dealer . . . because there are Herschel cutting parts available to fit ALL 
MAKES of mowers, combines, forage harvesters and swathers. The 
big 326-page Herschel Catalog illustrates and describes them .. . also 
the large selection of other Herschel repair parts and farm supplies. 
Write for FREE COPY; ask also for the handy Herschel Wall Chart 
showing parts available to fit all makes of power mowers. 


a part-time farm, Other farms also 
included 0.9 million “residential” 
farms. These residential farms in- 
clude farms with a value of farm 
products sold of less than $250. 
Part of the residential farms repre- 
sent those on which the operator 
worked more than 100 days off the 
farm during the year; some repre- 
sent farms for which the operator 
and members of his family received 
more than half their income from 
nonfarm sources; while others 
represent subsistence and marginal 
farms. Approximately 18 percent 
of all farms were classified as resi- 
dential farms and the decline in 
the number of residential farms 
from 1950 to 1954 was only slightly 
greater than the decline in all 
farms. 

More than 4.4 million farms, or 
93.0 percent of all farms, had elec- 
tricity in 1954. In 1950, 4.2 million 
farms, or 78.3 percent of all farms, 
had electricity. Almost 4 million 
farms have obtained electricity 
since 1920 and 2.4 million farms 


FACTORY AT PEORIA, ILLINOIS 


Branches: Omaha, Web.; Minneapolis, Minn.; 
Toledo, Ohio; Harrisburg, Pa.; Auburn, W. Y. 
DISTRIBUTORS: R. C. Cropper Co., Macon, Ga. 

Southern Supply Co., Dallas, Texas 


Ask your Herschel Salesman about “HERCROME. Knives 
Sections and Guards --the miracle of modern cutting 
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Case "300" Tractor Has 
12-Speed Transmission 


(Continued from page 124) 


er rides on a seat only 18 inches 
higher. 

All agricultural models of the 
new Case “300” have Eagle Hitch 
for rear mounting of implements. 

In the new hydraulic system the 
pump is located inside the torque 
tube which serves as the hydraulic 
reservoir. It is a constant running 
pump, providing hydraulic power 
whenever the engine is running, re- 
gardless of tractor motion or posi- 
tion of clutch or gears. For work 
that needs no hydraulic power, the 
pump can be thrown out of gear. 

Two types of power take-off are 
available. The economy PTO is of 
the transmission type which, until 
thrown out of gear, starts and 
stops in unison with the traction 
drive. The constant-running PTO 
also draws its power through the 
main clutch but can be kept run- 
ning during tractor stops by use of 
an auxiliary hand clutch which 
disengages traction power only. 
Both types of PTO turn 533 RPM 
at rated engine speed. 

Throughout the Case “300” much 











‘SELL The Profit 
Mower of 1956! 








RIDE and MOW 


with the | 
cory" 


Model RM 24 


Biggest little mower on the market! 
TOMER DEMAND for the Shaw Mower 
builds volume for you! It’s sturdy and 
powerful, powered by 2% to 3 H. P. air- 
cooled engine. Owners and maintenance 
people for estates, farms, suburban 
homes, parks, cemeteries, etc., know the 
Shaw combines years of trouble-free 
service with low original cost. 

TRIMS LAWN or toughest, tallest grass and 
weeds. Cuts full 24-inch swath; has a 
turning radius of only 45 inches. Op- 
tional 11-volt starting motor plugs into 
house current. 

NATIONALLY ADVERTISED in Popular Me- 
chanics, Town Journal, etc. 

write NOW for complete literature and 
dealer information. Also available: 
walk and riding tractors—1% to 12 H.P. 


SHAW MPG. CO. i25r ir Sc: Solem: Ono 
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attention is given to the driver’s 
comfort and convenience. Non- 
slip steps—one on each side—make 
easy, safe access to the seat. Plenty 
of platform space—solid from 
transmission case to fenders—pro- 
vides comfortable foot room, Auto- 
motive-type steering wheel is lo- 
cated on center line at a comfort- 
able angle. 

The engine hood provides un- 
usual protection as well as con- 
venience and smart appearance. 
Sliding side panels provide com- 
plete enclosure with easy access. 
The top of hood is a panel that 
raises for access to radiator and 
oil fillers, 13-gallon fuel tank, bat- 
tery and top of engine. 


Row Crop Models 


General purpose or row-crop 
models are built in the adjustable- 
axle type, and in tricycle type with 
dual front wheels. Rear-wheel 
tread of these models has a total 
range of 48 to 88 inches. Power 
adjustment affording as much as 
20-inch variation of tread width 
is also available. 

The utility model and the closely 
similar orchard and grove model 
have a solid forged front axle with 
47-inch tread, rear tread of 48 
to 68 inches, 74%4-inch wheelbase, 
and height at hood 50% inches. 


* 


Farm Surveys Boost Sales 
of Irrigation Equipment 


(Continued from page 112) 


located on a large river the owner 
might, if he is willing to invest in 
a system big enough for the pur- 
pose, water hundreds of acres. But, 
unfortunately, we do not have any 
very large streams in our county. 
However, we do have many small 
ones, Also, we have an abundance 
of winter rainfall and plenty of 
natural basins in which this sur- 
plus rain can be caught and held 
in the reservoirs we are now plan- 
ning and building. 

“If the farm I inspect has only 
enough water capacity to sufficient- 
ly irrigate 2, 6, or 10 acres I sell 
the owner on the idea of confining 
it to that acreage and not trying to 
stretch it. Then I urge him to put 
on that watered area his most 
profitable money crop, and put it 
close enough to the water supply 
to save on the purchase of pipe. 
Two of the systems I’ve sold make 
use of a nearby river. The others 
are tied in to ponds or reservoirs. 


The chief money crop on which ir- 
rigation systems are used in this 
section is tobacco, though it could 
be hybrid seed corn at $10 a 
bushel, cotton, truck crops, or 
what have you.” 

Irrigating even as little as 5 to 
10 acres may mean the salvation 
of a farm during a year of drought. 
Especially if the irrigated land has 
a tobacco crop that’s worth $1,000 
to $2,000 an acre. 

Beasley's systems usually con- 
sist of a pump; enough 4-inch main 
line pipe to reach the crop to be 
watered; two or three lines of 3- 
inch lateral pipe branching off 
from the main line at right angles; 
and enough sprinkler heads to 
sprinkle an acre or so at a setting 

For example, he has one farm 
owner whose 8-acre tobacco patch 
is near a river. The water he 
pumps from the river keeps 12 
sprinkler heads going. His system 
puts out 240 gallons a minute on 
about one acre at a time. The pump 
actually has a capacity of 800 gal- 
lons a minute. When one acre is 
watered the pipe and sprinkler 
heads are moved to an adjoining 
area. 

Beasley says it takes about 
20,000 gallons to put the equivalent 
of one inch of rain on an acre. 
Three waterings at the right inter- 
vals during a season usually will 
produce a good tobacco crop in the 
driest summer. While he urges the 
buyer, in order to save pipe to put 
the crop to be irrigated close to the 
water source, one or two of his 
customers had to have a main pipe- 
line of 1,000 feet. The price of the 
pipe will vary according to size 
and other factors, but the average 
paid by his users is about $1 per 
foot. 

The cost of an entire system 
varies greatly, according to acreage 
to be watered, nearness to water 
supply, the amount of elevation to 
which water has to be raised, 
whether special power unit is pur- 
chased, and other factors. The cost 
may range from $500 for an acre or 
so to $10,000 or more for hundreds 
of acres. 

Beasley says there is little point 
in talking a farmer into paying 
$1,000 to $3,000 for a special power 
unit when he already has a tractor 
that can just as easily pump the 
water—especially when there is 
only enough water available to 
sprinkle a small acreage. He says 
that for the large irrigation users 
who have to keep the pump going 
at such a continuous rate as to 
interfere with tractor use on other 
farm jobs, a special power unit may 
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be necessary. It is up to the dealer 
to help the farmer work out the 
power problem. 

Warren Farm Service sells the 
John Deere line of equipment. 
Where the owner already has a 
tractor of any brand that can be 
conveniently used, Beasley recom- 
mends a power take-off to operate 
the pump. 

The pump is mounted on a spe- 
cial trailer which the tractor pulls 
up to the water source. There the 
pipe is joined and the tractor 
started on its pumping operation. 

Two farmers who have bought 
irrigation equipment from the com- 
pany are helping pay for their 
portable sprinkler systems by do- 
ing custom work for neighbors. 
Each of these purchasers pulls his 
trailer and pump over to the 
neighbor’s water supply, hooks up 
the pipe and sprinkler heads the 
same as he does on his own farm, 
and puts the water where it will do 
the most good. Beasley thinks that 
the custom appeal may be a good 
way to get future buyers to buy 
and a good way to help custom 
users learn the value of irrigation 
and become buyers themselves. 

One of Beasley’s users has what 
might be called an _ extra-cur- 
ricular use for his irrigation sys- 
tem. When he does get a lot of 
rain it frequently leaves an aggra- 
vating, wet-weather pond standing 
in a low place on some of the best 
ground he has. If there happens to 
to be a crop on this spot, or per- 
haps some good pasture, the water 
may drown it out before it dries 
up. Whenever one of these rainy 
weather ponds occurs now, this 
farmer merely pulls his trailer 
pump and pipe over to it and 
pumps it out before any damage 
can be done. The water may be 
pumped to another place where it 
can speed crop growth. Thus, he 
has found that an irrigation outfit 
may have both a wet weather and 
a drought use. It might even be 
used to pump water out of a house 
basement where it has risen dur- 
ing a rainy season. 

Now—as thousands of farmers 
do not yet know—portable irriga- 
tion has been made possible by the 
use of light-weight, aluminum pipe 
which can be easily moved from 
one spot-to-be-watered to another. 
A 20-foot length of 4- or 6-inch 
pipe is more easily lifted than a 
fence rail. One good selling tech- 
nique Beasley has found is to let 
the buying prospect pick up a few 
pipes himself to learn that this is 
true. 

He says the selling of irrigation 








“ONE FARMER 
TELLS ANOTHER” 


About 


it's America's Most Popular, 
Self-Propelled, High-Clearance 
Sprayer for Both Row and Field 
Crops. 


100 or 150 Gal. Tank 82 or 11/2 H.P. 


Aluminized Steel gives steel's strength and aluminum's corrosive 
resistance. 


HOW HI-BOY HELPS COTTON PLANTERS! 


¢ Controls Thrips * Kills Boll Weevils 

* Defoliates bottom leaves to 
Reduce boll rot Increase rate of boll opening 
Make machine harvesting easier 


Sell the HI-BOY and the other time- 
tested HAHN money-making spray- 
ers. Write for more information. 


HAHN, INC. 


1825 W. Franklin St. 
Evansville, Ind. 


THE a SPRAYER 








327 W. College Avenue 





* 


PU); MILKING MACHINE 
REPLACEMENT PARTS 


RS ]f 2Su}] 3s i : 83 If 8! [f2M 


= ae 
A26{f os0ffos0 F090 7 6m Js 


Label Of Lava, MUL Ot La, 
on mm on mm 


CHOR, 60Y oan mu ome +00 


wl 
| MARLOW AO 0 





Get this Display Board FREE! 


Sets you up as Rubber Replacement Parts Headquarters for all leading 


makes of Milking Machines. 
Write today for full details. 


CROWN DATE T SUPPLY CO. 
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outfits is a year-’round job. Nearly 
all sales are actually closed out 
during the summer or fall when 
the drought is actually on and the 
farmer is feeling the most acute 
need. But the build-up for these 
sales takes place during the win- 
ter or early spring. During last 
winter Beasley made complete ir- 
rigation surveys on 12 farms he 
knew could profitably use portable 
sprinkler systems. Later, when the 
dry weather began bearing down, 
each of these 12 farmers already 
knew exactly what an adequate 
system for his farm would cost, 
how many acres he could water, 
how much pipe he would need, etc. 

“By these pre-season surveys I 
got the jump on other sellers,” ex- 
plained Beasley. 

One important reason for the 
pre-season survey is that many of 
the farms have to construct a spe- 
cial reservoir to store up the run- 
off rainwater from surrounding 
hills in order to have it ready 
when drought sets in. In a large 
number of areas these storage 
reservoirs are the chief source of 
supply. Some _ reservoirs § are 
created by damming streams. 





Dependable Farm 
Equipment Since 1886 


the Way to 
Dust» 
Spray 


5 & 6 Row Blue Dusters 
featuring high strength 
aluminum alloy fan 


blade and housings, V 
belt drive, steel boom. 


BLUE 6 Row Sprayer with folding boom. Designed for 
row crop insect control. Featuring Blue-Twin Piston PTO 


Pump. 


SPRAYERS 


Write for full Information 


JOHN BLUE CO., inc. 


Huntsville, Ala. 
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PAPEC Money Making 


~ AUTOMATIC 
KNIFE 
GRINDER 


Brings in extra business and extra 
profit. One dealer reports sharpening 
over 1000 knives last season. Also in- 
creased traffic through his store. “Cer- 
tainly a good investment for us.” 

Sharpens quicker, easier and cheaper 
all straight-edge forage harvester, en- 
silage cutter, chopper, planer and 
baler knives, as well as certain types 
of rotary mower knives, Maintains ori 
inal bevel. Customers appreciate this 
extra service. Order your Papec Knife 
Grinder today 


f PAPEC MACHINE COMPANY 


Shortsville, N. Y. 
18 N. Tyler Ave. Hopkins, Minn. 
243 W. Merrill St. 2925 Chrysler Rd. 
Indianapolis, ind. Kansas City, Kan. 














in your store. 


Give your customers what 
they ask for — it's bad 


business to substitute. 


Name brands mean satisfaction to your custom- 
ers, and money to you. Well-known, advertised 
brands pre-sell your customers before they set foot 





Brand Vames 
Foundation 


INCORPORATED 
A non-profit educational 
foundation 


37 WEST 57 STREET, 
NEW YORK 19, N. Y. 
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QUALITY 


Naturally! And F & W advanced design, non- 
corrosive materials and precision manufacturing 
have been proved trouble-free and long-lasting in 
thousands of installations here and abroad, year 
after year. Every pump factory-tested for pressure 
and capacity. "ba pump gets you a satisfied 
customer. 


SALES ADVANTAGES 


Not only sales advantages, but exclusive sales ad- 
vantages! In shallow well pumps the patented 
F & W VARIJET is unapproached for efficiency 
and economy, gives 40 to 70% more water, yet 
uses less electricity. In deep well equipment, 
F & W’s Automatic Control Valve produces maxi- 
mum efficiency. The Speedichange Rotary Seal 
makes maintenance quicker and easier. ese 
and many other important features make F & W 
really sell! 


COMPLETE LINE 


Here’s another big advantage with F & W. You 
never have to over-power or under-power because 
there’s an F & W model to meet all requirements 
exactly. One of the world’s most complete lines. 


WELL-KNOWN BRAND NAME 


Flint & Walling has been a leading name in pump- 
ing equipment since 1866, has pioneered many 
improvements including the first horizontal type 
jet pumps and the one and only VARIJET. F & W 
advertising in leading farm and consumer publi- 
cations, as well as nation-wide distribution, con- 
tinue to make F & W one of the most prominent 
names of all. 


GOOD PROFIT 


Not only does F & W provide worthwhile profit 
margins, but reasonable pricing, high salability, 
and trouble-free performance conserve your profit 
and protect it for you! 


F&W VARIJET BULLET 
The world’s leading shallow-well pump. Pumps 
40-70% more water, yet reduces motor load and 
current consumption, thanks to exclusive design 
potent. %4-%4 H.P. Motors, 720-1800 G.P.H. @ 
10 ft. & 20 P.S.1. 


F&W MULTI-STAGE 


Centrifugal pumps, available with 2, 3, or 4 stages, offer 
grecter copacity per horsepower. Also give you cor- 
tridge-type rotary seal, priming valve and air pumping 
device. %-5 H.P. Motors. 2100-7200 G.P.H. @ 10 ft, 
& 20 PS. 


F&W ECONOMY MULTI-PURPOSE JET 


The economica!, multi-purpose jet equal in capacity 
to any comparable type, yet priced to meet volume 
competition. Ya H.P. Motor. 350 G.PH. @ 15 ft. 
& 20 PS. 


F &W MULTI-PURPOSE 


Converts from shallow to deep-well by mow- 
ing jet off pump down into well. No extra 
parts to buy. Ye, %4, 1 H.P. Motors. Single- 
stoge pressures to 60 Ibs. and 450-950 
GP.H. @ 10 ft. & 20 P.S.1.; 2-stage to 100 
Ibs. and 540-810 G.P.H. @ 10 ft. & 20 PS. 


ft will pay you to tie up with F & W, the well-known, easy- 
selling, profit line that leads the field in quality and product 
development. Send for F & W Catalog today. 


FLINT & WALLING MANUFACTURING CO., INC, 
319 Oak Street, Kendallville, Indiana 


FeW means Flowing Watt by Flint & Walling 
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FARMER 


49.196,99 


“Saturated Coverage” cf the Farm Market... 
advertising in farm magazines having a total 
combined circulation of 13,394,566 . . . carrying 
Wisconsin Heavy-Duty Air-Cooled Engine 
sales messages for a total of 49,156,554 impres- 
sions... that’s the background for Wisconsin 
Engine recognition and buying stimulation 
during 1956. 

The value of this advertising to you, as a 
dealer, can be of much direct benefit . . . whether 
you sell Wisconsin Engines as such, or handle 
various lines of farm equipment powered by 
these engines. Whether you sell Wisconsin- 
powered balers, combines, sprinkler irrigation 
pumping units, garden tractors, sprayers, pow 
er mowers or other types of farm and orchard 
equipment... Wisconsin Engine advertising 
talks to your customers about these machines 

. and tells why Wisconsin Engines make them 
perform better. 

Today, no other make of engine is so well 
known to the American farmer as “WISCON- 
SIN”. More farm machines are powered by 
these fine engines than by any other make. 
More farmers are familiar with the heavy-duty 
power performance of these engines than any 
other make. 


You can make the most of this broad recogni- 
tion and acceptance by “talking up” Wisconsin 
Engines to your customers . . . as a sales feature 
and operating advantage. If the machine is pow- 
ered by a Wisconsin Engine, it’s sure to give good 
service at low operating and maintenance cost. 
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Make more profit selling 
DEMPSTER WATER SYSTEMS 
By offering... 


more performance 


less cost! 


Here’s the answer to the man who needs more water, 
pressure or depth than is practical with a single stage 
ejector pump—yet does not want the investment 

or operating cost of a standard multi-stage system. 


Based on a uniquely different principle, the new 
Dempster Dual-jetmaster has back-to-back impellers 
EMPSTER which increase the water volume . . . pumps at full 
ell capacity at 40 lbs. pressure and operates at up to 80 lbs. 
pressure . . . gives ample capacity from as much as 


—o—F t 150 ft.—or more than 1,500 gals. per hour 
~yevmadier from a shallow well. 


Operating on an economical 34 H.P. jetmaster motor, the 
Dual-jetmaster also has a low operating cost. The 
compact construction and impeller principle cuts 
more gallons eee pressure on the patented seal by approximately 
one-half; the stage plate and wearing rings are of 
more pressure .ce corrosion-resistant brass; the labyrinth design of the 
wearing rings minimizes by-pass. 
greater depth eee The new Dual-jetmaster puts an added value on handling 
the entire Dempster jetmaster line—single stage 
with a jetmasters for deep or shallow wells; Convert-o-jetmaster, 
the double-purpose convertible system; and 


% H. ro MOTOR Multi-Stage jetmaster for top performance 


and greatest depth. 


All are backed by Dempster! At your service... 
77 Years of Water System Experience. 








For full details on the Dual-jetmaster parallel pipe, 
inner pipe and shallow well systems, write today 


% for illustrated folder and performance tables. 
DEMPIEE DEMPSTER MILL MFG CO. 


Office and Factory: Beatrice, Nebraska 
Branches and Worehouses: Omaha, Nebr.; Kansas Ci 


WATER SUPPLY ca SUPPLY EQUIPMENT Des Moines, la.; Sioux Falls, S. D.; Denver, Colo.; Chichemne City, Okla.; 


Amarillo, Tex.; Sen Antonio, Tex. 
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M } 's hed iiicinemon COOKWARE 


THE FINEST AL 


YOU" sparkling 


INTRODUCTORY OFFER 2 <r 
TO YOUR TRADE | SEG 


(Limited time only) . . ag Housekeeping 


45 aovrerese OE 


2-qt. pan & cover 
LOOK FOR THE 4 


$378 : ON EACH KNOB 


ere 


DEPENDABLE FUEL-SAVER 
in every cover. Clicking action 
tells when to reduce heat. 


U, 


VAPOR-SEAL COVERS... 
keep in mineral and vitamin 
values .. . retain garden-fresh 
color and flavor of foods. 


ALUMINUM GO 


riIFrTw 


WORLD'S LARGEST MANUFACTURER OF ee ee ee 


*eneweeeveeeweeevreeneeeneeeeeeeeee 


RETAIL 


This Introductory Offer, created to stimulate your sales, is ; "Gs 
being nationally advertised, in exciting full color, right through — Pxnonw! Strainer 
the Spring and Summer selling season. 


The pan is a large, practical size, full, 2-quart capacity, 
not a small “sample” size. Like every piece of MIRRO Water- 
less Cookware, it’s made of solid, super-thick aluminum, to . ae 
permit low-heat, ‘“waterless’”’ cooking. It has the identifying Retail $5.95 
Gold Band on the knob, gold hanging-ring on the handle, and 
remarkable Fuel-Saver signal in the cover. Once your cus- 
tomers have experienced the unmistakable difference of this 
premium quality ware, nothing else will satisfy them. It's 
really that much better! 


Take full advantage of it! Stock and display the complete 
MIRRO Waterless Cookware line, for big unit sales, big 
profits. Feature the attractive INTRODUCTORY OFFER, 
for more traffic, more volume! 


5-qt. Dutch Oven 
Retail $7.50 





10% Covered Fry Pan 
Reta! $6.95 
(All prices slightly higher im West) 


ODS MANUFACTURING COMPANY ° MANITOWOC, WISCONSIN 
EN t NEW Re» MERCHANDISE MART ae - 


COOKING UTENSILS 
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Not a Lugury 
but a Necessity 


PAINT CONDITIONE 






ts Absolutely Safe 
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Red Devil Tools. 


Irvington 11, N. J., U.S.A. 
World’s Largest Menvufacturer of Painters’ and Glaziers’ Tools Since 1872. 


(OT Welgelalict-ts| 


. gal. 
, 60 cycle, 


fon: 1350 per min. 
: automatic, integral 
ner—30 sec. to 15 min. 
Accessories Available: Ped- 
estal base, Pedestal base 
with feet, Counter base, 
Square can adapter, Four 
can adapter. 


Read Devil NO. 33 
PAINT 


/ 
er 


«| / Vv 


cm 


For up to 5 gallon cans 


Somes with adapter for shaking 
OUR ONE GALLON CANS IN CARTON— 


peeds service—up to 4 times as fast. 


Capacity: Up to 5 gallons, U. S. Standard 
Oscillation: Patented triple three-way action 
Motor: 44 HP, 60 cycles, 100 volts AC (other 
currents and explosion proof motor available). 
Operating Space: 154%” x 39” 

Standard Attachment: 2 gallon; odd size adaptors 


Also Available: 
No. 31 Portable Paint Mixers 


3 models available to fit up to 5, 30 and 55 gallon drums 


Call your jobber 
TODAY! 





